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This study is a case assignment for Client A´s dehydrated culinary products and the topic is Out-of-
home food market analysis in Finland. The main objective of the study is to produce information and 
to transform it into knowledge and wisdom by analyzing the out-of-home food market in Finland. The 
topic arose as a request from Client A since there is a need for detailed market analysis about the out-
of-home food market in Finland in order to increase market share and estimate a future business 
development strategy with the help of the outcome of the study. Therefore, it is important to 
demonstrate how international business practices can be developed on saturated, competitive markets 
with the help of market analysis, knowledge management, and strategic management as tools.  
 
This study consists of two main sections: a literature review and an empirical study. In the literature 
review relevant theories are discussed and applied to the market analysis. The literature review begins 
with a knowledge management approach, continues with theories about strategy, and how these 
interrelate with the production of market information and are essential in the production of a market 
analysis. The empirical study was conducted through qualitative data collection by six in-depth 
interviews and a precise analysis of these interviews. Based on the information obtained through the 
in-depth interviews and the theory, conclusions and recommendations were made.  
 
The findings revealed that since there is no common statistical databank for out-of-home food 
products, the analysis of an oligopolistic market is even more difficult. The findings also showed that 
the out-of-home food market in Finland is very end consumer oriented. In other words, wholesalers 
act in accordance to end consumers´ needs and requirements, and the same attitude is expected from 
suppliers who must co-operate closely with customers and develop recipes according to the market´s 
requirements. Organic food and close production are trends, but simultaneously the trade understands 
that not everything can be produced in Finland. Food additives should be minimized, and salt contents 
are expected to be kept as low as possible. Moreover, several product attributes such as packaging 
must be considered carefully. Price was regarded not to be the first decisive criteria. On the contrary, 
food safety, delivery reliability and correct labeling as well as multiple product usability were said to be 
more important.  
 
It is highly recommended for Client A to use a multinational approach with multi local attributes when 
conducting business on different markets. Since customers and consumers in Finland have certain 
requirements, Client A´s products should be tailored to meet the individual market´s needs. The 
findings of the study will be used to sharpen the presentation of the OOH culinary market in Finland 
to Client A´s category management in near future. The findings, together with the already existing 
knowledge, will be used as background information when implementing a strategy in Finland and when 
developing local tactics. 
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Tämä tutkimus on tehty toimeksiantona Asiakas A:n kuiville ruoanlaittotuotteille. Aiheena on kodin 
ulkopuolisen ruokamarkkinan analyysi Suomessa. Tutkimuksen päätavoitteena on luoda tietoa, 
muuntaa se tietämykseksi ja toimenpiteiksi analyysin avulla. Aihe sai alkunsa Asiakas A:n tarpeesta 
saada yksityiskohtainen markkina-analyysi yrityksen markkinaosuuden lisäämiseksi ja tulevaisuuden 
liiketoimintakehitysstrategian arvioimiseksi tutkimuksen löydösten kautta. Siksi on tärkeää osoittaa, 
kuinka kansainvälisiä liiketoimintoja voidaan kehittää kyllästetyillä, kilpailukykyisillä markkinoilla 
markkina-analyysiä, tiedon johtamista ja strategista johtamista työkaluina hyödyntäen.   
 
Tutkimus koostuu kahdesta pääosasta: kirjallisuusteoriasta ja empiirisestä tutkimuksesta. 
Kirjallisuusosuudessa käsitellään oleellisia teorioita yhdistäen ne markkina-analyysiin: siinä esitellään 
ensimmäiseksi tiedon johtamisen lähestymistapa, ja toiseksi havainnollistetaan strategisen johtamisen 
käsitteitä. Lopuksi näiden yhteys markkinatiedon ja – osaamisen luomiseen osoitetaan, samoin niiden 
oleellisuus markkina-analyysin tuotannossa. Empiirinen tutkimus tehtiin keräämällä kvalitatiivista dataa 
kuuden syvähaastattelun ja näiden tarkan analysoinnin pohjalta. Haastatteluiden kautta saatuihin 
tietoihin nojaten yhdessä teoriaosuuden kanssa vedettiin johtopäätöksiä ja annettiin suosituksia.  
 
Löydökset paljastivat, että yleisen tilastollisen tietopankin puuttumisen vuoksi kodin ulkopuolisten 
tuotteiden analysointi oligopolistisella markkinalla on entistä vaikeampaa. Löydökset osoittivat myös, 
että kodin ulkopuolinen ruokamarkkina Suomessa orientoituu pitkälti loppukuluttajien mukaan. Toisin 
sanoen, tukkuliikkeet toimivat loppukuluttajien tarpeiden ja vaatimusten mukaan. Samanlaista asennetta 
odotetaan toimittajilta, joiden tulee toimia tiiviissä yhteistyössä asiakkaiden kanssa ja kehittää 
reseptiikkaa markkinan vaatimusten mukaisesti. Luomutuotanto ja lähiruoka ovat trendejä, mutta 
samalla markkinoilla ymmärretään, ettei kaikkea voida tuottaa Suomessa. Lisäaineiden määrä tulisi 
minimoida, ja suolapitoisuuksien odotetaan pidettävän mahdollisimman alhaisina. Lisäksi useita 
tuoteominaisuuksia, kuten pakkausmateriaaleja, tulee miettiä tarkkaan. Hintaa ei tutkimuksen mukaan 
pidetty ensisijaisena valintakriteerinä. Päinvastoin, tuoteturvallisuutta, toimitusvarmuutta, oikeanlaisia 
pakkausmerkintöjä ja tuotteiden monipuolista käyttömahdollisuutta pidettiin tärkeämpinä.  
 
On suositeltavaa, että Asiakas A käyttää monikansallista lähestymistapaa ottaen huomioon yksittäisten 
markkinoiden ominaisuudet liiketoiminnoissaan eri markkina-alueilla. Asiakkaiden ja loppukuluttajien 
vaatimusten mukaisesti, Asiakas A:n tulisi räätälöidä tuotteitaan yksittäisen markkinan tarpeet 
huomioon ottaen. Tutkimuksen löydöksiä tullaan käyttämään yhdessä jo olemassa olevien tietojen 
kanssa kodin ulkopuolisesta ruokamarkkinasta Suomessa vahvistamaan esitystä Asiakas A:n 
kategoriajohdolle lähitulevaisuudessa. Löydöksiä, yhdessä jo olemassa olevan tiedon kanssa, tullaan 
hyödyntämään taustainformaationa toteutettaessa liiketoimintastrategiaa Suomessa ja kehitettäessä 
paikallista taktiikkaa.   
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1 Introduction 
 
Market analysis is synonymous to the definition of a market, which in turn is the set of all 
actual and potential buyers of a product or service. Market analysis is part of market research, 
which aims to measure market share, market size and growth, identify target customers, 
analyze the competitive landscape and formulate a marketing strategy (Tutor2u). Only through 
analyzing its markets and investing in research and development can an organization remain 
competitive and develop business practices on saturated markets. Market analysis, therefore, is 
an aiding tool for market research, where the outcome and understanding of the market in 
question can be helpful in developing products and business practices.   
 
This study is a case assignment for Client A. It focuses on an out-of-home (OOH) food 
market analysis in Finland for dehydrated culinary products. The purpose of the study is to 
determine relevant market characteristics, to produce important information about 
competitors, to find out required knowledge about future trends and customers´ product 
quality and taste preferences in order to enhance strategic decision-making and to facilitate 
business development. This can, according to Duboff & Spaeth (2000, 107), be made through 
market analysis. Another aim of this study is to determine whether Client A´s dehydrated 
culinary products meet customers´ and end consumers´ expectations.  
 
1.1 Structure of the study  
 
This study is divided into two main sections: theory and empirical study. The theoretical 
framework presents all essential and related concepts of the study topic: strategic and 
knowledge management combined to the main theory: market analysis. The empirical study 
consists of qualitative data that was accessed through in-depth interviews conducted with six 
carefully selected representatives from OOH food trade located in Finland. Based on the 
analyzed interviews and through the market analysis in the theoretical section of the study 
suggestions are made about the characteristics of the OOH culinary market in Finland, and 
how the emerged knowledge can be used in the strategic decision-making of Client A.  
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Table 1 below illustrates the selected literature for the theoretical section of the study. 
 
Table 1. Literature structure  
Theory Knowledge 
management 
Strategic management Market analysis Internationalization 
Related main theories Nonaka, I & Takeuchi, H.: 
The Knowledge-Creating 
Company 
Deshpandé, R.: Using 
Market Knowledge   
 
Nonaka, I., Toyama, R. & 
Hirata, T.: Managing Flow. 
A Process Theory of the 
Knowledge-Based Firm  
 
Ichijo, K. & Nonaka, I.: 
Knowledge Creation and 
Management. New 
Challenges for Managers 
 
Pfeffer, J. & Sutton, R.I.: 
The Knowing-Doing Gap. 
How Smart Companies 
Turn Knowledge into 
Action 
 
Tsoukas, H. & 
Vladimirou, E.: What is 
Organizational 
Knowledge? 
Deo, Z. MBA for 
Startups  
 
Porter, M.E.: The Five 
Competitive Forces that 
Shape Strategy 
Barney, J.: Firm 
Resources and Sustained 
Competitive Advantage 
Chan K.W. & 
Mauborgne, R.: Blue 
Ocean Strategy  
Kettunen, J., Ilomäki, S-
K. & Kalliokoski, P.: 
Making Sense of 
Innovation Management 
Johnson, G., Scholes, K. 
& Wittington, R.: 
Exploring Corporate 
Strategy 
 
 
Lotti, L.: Efficient Market 
Analysis 
Callingham, M.: Market 
Intelligence. How and why 
organizations use market 
research 
Kratzman, V.A. & 
Stamford, F.: US Fitness 
Industry Market Overview 
and Entry Strategies  
Pekkarinen, J. & Sutela, P.: 
Kansantaloustiede 
Storbacka, K. & Lehtinen, 
J.R.: Asiakkuuden ehdoilla 
vai asiakkaiden armoilla 
Ritter, T. & Andersen, H.: 
Building the Foundation of 
a Firm´s Market 
Competence 
 
Johanson, J. & 
Mattsson, L-G.: 
Internationalization 
in Industrial Systems 
– A Network 
Approach  
Johanson, J. & 
Vahlne, J-E.: The 
Internationalization 
Process of the Firm 
– A Model of 
Knowledge 
Development and 
Increasing Foreign 
Market 
Commitments 
Vaarnas, M., 
Virtanen, J. & 
Hirvensalo, I.: 
Menestyjä kilpailee 
tiedolla – 
markkinatieto 
kansainvälistymisen 
tukena 
Related supporting  
theories 
Davenport & Probst: 
Knowledge Management 
Case Book. Siemens Best 
Practices 
Mouritsen, J.: Intellectual 
Capital and the Production 
of Organizational 
Knowledge  
Yip, G.: Total Global 
Strategy II 
Doz, Y. & Kosonen, M.: 
The Dynamics of 
Strategic Agility 
Morgan, A.: Eating the 
Big Fish: how challenger 
brands can compete 
against brand leaders 
Datamonitor: Market data 
and statistics 
 
Duboff, R. & Spaeth, J.: 
Market Research Matters: 
Tools and techniques for 
aligning your business 
 
Matathia, I. & Salzman, M.: 
Next: Trends for the Near 
Future  
FINTRA: Market 
information in the 
organization´s 
internationalization 
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1.2 Objectives 
 
The need for this study came from Client A who wanted the out-of-home culinary market in 
Finland to be analyzed in order to find out how well its dehydrated culinary products currently 
fit into the market and what customers expect from these kinds of meal components. It is also 
a fact that OOH consumption is growing faster than in-home not only in Finland but also in 
many other parts of the world. In addition, consumer behavior changes constantly which 
increases the importance of having accurate knowledge about market characteristics.  
Figure 1. Not part of the public version  
 
Market analysis is the research phenomenon in this study. The main research objective is to 
increase knowledge about the OOH culinary market characteristics in Finland and to produce 
a market analysis. The purpose of this market analysis is to find and to analyze essential 
market data concerning the OOH food market in Finland, and to support the theory through 
conducting qualitative in-depth interviews. Through these interviews important information 
about the market in general and about customers´ and end consumers´ expectations will be 
plotted. This information will be further processed into knowledge, which in turn can facilitate 
strategic decision-making at Client A in respect to the OOH culinary market in Finland.  
 
1.3 Research questions   
 
There are three research questions in this study:  
 
1. What are the characteristics of the out-of-home food market in Finland? 
2. What are the expectations of customers in regard to the dehydrated culinary product 
qualities?   
3. What can Client A do in order to fulfill customers´ requirements? 
 
The research questions will be answered through analysis of the OOH food market in Finland 
in the theoretical and empirical sections of the study. The theoretical section consists of an 
OOH food market analysis and concepts of strategic and knowledge management. Since it 
was impossible to find a sufficient amount of quantitative data about the OOH food market 
in Finland, qualitative in-depth interviews were conducted in order to get all the relevant 
information to answer the research questions.   
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1.4 Scope of the study  
 
This study´s focus lies on Client A´s dehydrated culinary products on the OOH food market 
in Finland. It includes bouillons, fonds, sauces, flavorings/spices, soups, mashed potato, 
desserts, and garnishes. The study aims to analyze the OOH food market in Finland for these 
products in order to gain an insight on how they currently are positioned on the market. 
Another aim is to determine future development needs concerning dehydrated culinary 
products and Client A´s strategy on the OOH food market in Finland through analyzing the 
market in regard to the needed information.    
 
1.5 Relevance of the study 
 
The basic factors of market analysis, strategic and knowledge management used in this study 
are always relevant. This study is relevant specifically for Client A´s dehydrated culinary 
products on the OOH food market in Finland. Moreover, theoretical review, methodology 
and knowledge produced through the study can be utilized for similar studies or research on 
any other OOH food market. It must, however, be understood that an organization and a 
market are always unique. In this sense, the outcome of the study cannot be repeated 
automatically to any other organization or market without taking into consideration firm- and 
market-specific characteristics. It must also be remembered that since markets constantly 
change, information gets out of date very quickly. Furthermore, markets can differ 
significantly from each other so it would be wrong to assume that the characteristics of one 
market (Finland) could be expected to be identical in other Nordic countries or anywhere else 
in the world.  
Chapters 2 and 3 discuss general characteristics of market analysis and related theories from 
knowledge and strategic management, what these characteristics on the out-of-home food 
market in Finland in reality are, and how and why they are relevant for the out-of-home 
culinary business for Client A.   
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2 Market analysis  
 
The purpose of market analysis is to analyze a specified market, whereby market information 
is one of the corner stones. It is generally executed by organizations when developing 
business. Market analysis should be conducted on a regular basis because markets are 
dynamic, living, and constantly changing, and developing business practices is possible only 
through understanding a market and its needs (Lotti 2001, 26-27). A good market analysis can 
be repeated for other markets as well. Through analysis of the situation of the total market 
space an organization can be positioned in comparison with its key competitors, their 
products and brands (Lotti 2001, 49). Further on, the goal of market analysis is to produce 
knowledge that will support decision-making and strategy-building (Nonaka & Takeuchi 1995, 
87) which, in this case, means knowledge needed about dehydrated culinary products on the 
out-of-home food market in Finland. Market analysis is based on measurements and 
numerical/statistical facts that are produced systematically and on a regular basis. Facts 
derived from the organization´s surrounding political, economic, social, technological, legal 
and environmental (PESTLE) situation can be combined and utilized together with 
economical or other key figures used in managing the decision-making process of Client A. 
The PESTLE factors of Finland are listed in appendix 4.   
 
The total amount of market analysis is performed and produced in financially strong, 
developed economic global regions. Marketing and investment in marketing follows 
purchasing power, and financial power is predominantly centralized in the world (Coe, Kelly 
& Yeung 2007, 23-24.) The challenge of market analysis lies in the ability of being able to 
utilize it properly and to measure the advantages of the process. International competition has 
become harsher and firms need to be able to do right decisions often within a short time 
period in order to stay competitive. Market information has become a real competitive 
advantage for firms, which is why the collection and analysis should be regarded as an 
investment in developing the business. Those who are able to get access to the right and 
precise information quickly and know how to utilize it, enjoy competitive advantage. It is 
essential for any organization today to be able to efficiently manage the data processes of its 
environment continuously. A firm that has the leading market understanding and is able to 
transform this understanding into good decisions and actions, is well prepared to becoming a 
market leader and even able to create demand for new markets. (Vaarnas, Virtanen & 
Hirvensalo 2005, 5-9.)   
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The information produced through market analysis is primary occupied with the 
organization´s internal and external environment (PESTLE factors). These can be utilized in 
the decision-making process of Client A according to the illustration in figure 2.    
 
Utilization of information: 
-Managing the decision-making process 
-Economic follow-up 
 
External environment 
-Population 
-Infrastructure of 
population 
-Purchasing power 
-Opinions, values 
Market 
-Total Market Space 
-Market shares 
-Development forecasts 
Customers 
-Customer relationship 
-Customer satisfaction 
-Employee satisfaction 
-Other stakeholders 
Brands 
-Focus group 
-Brand position 
-Brand image 
-Marketing 
communication 
Figure 2. Factors for market analysis (Lotti 2001, 26) 
 
In order to produce the information needed to analyze the PESTLE factors of the out-of-
home market, it is essential for Client A to understand the importance of knowledge creation, 
how to manage knowledge, and how to utilize knowledge and its production in intra-firm 
strategic decision-making. Therefore, knowledge management and strategic perspectives in 
relation to market analysis are discussed in the following sub-chapters.   
 
2.1 Knowledge management perspective  
 
Market analysis requires both data and processed information emerging from the combination 
of external and internal knowledge, which have to be produced in a systematic manner on a 
regular basis (Lotti 2001, 26-27). Market analysis is produced through collected data and 
information, which in turn are transformed and produced into new knowledge. This 
knowledge is needed for the strategic decision-making, which is the basis for a company´s 
ability to compete successfully on a market. An organization wishing to cope dynamically 
within a changing environment needs to be one creating information and knowledge. 
Organizational members must be active agents of innovation (Nonaka & Takeuchi 1995, 50). 
Furthermore, the economic and producing power of a modern corporation lie in its 
intellectual and service capabilities rather than in its hard assets. The value of most products 
and services depends primarily on how knowledge-based intangibles such as technological 
know-how, product design, marketing design and presentation, understanding the customer, 
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personal creativity, and innovation can be developed. Figure 3 shows how the level of 
understanding and connectedness can influence the collection of data and its transformation 
into information, knowledge, and finally, wisdom. Through understanding relations, patterns 
and principles about markets and customers an organization can achieve real wisdom which is 
helpful in business development. (Nonaka & Takeuchi 1995, 6-7.)  
 
connectedness  wisdom 
  understanding principles 
 knowledge 
 understanding patterns  
information 
 understanding relations 
data  understanding 
Figure 3. From data to wisdom (Systems thinking)  
 
Market analysis is an important way of knowledge-building in a company. The role of 
knowledge in firm value is essential to understand in order to appreciate the purpose for 
conducting market analysis (Callingham 2004, 22). Knowledge is regarded by Ichijo & Nonaka 
(2007, 3) to be the competitive advantage for any firm in the age of increasing globalization. It 
is also important to be able to convert the knowledge into wise actions (Ichijo & Nonaka 
2007, 34). Since knowledge is a source of competitive advantage, knowledge management 
must be linked to a firm´s strategy (Ichijo & Nonaka 2007, 41). The market is a dynamic 
process where knowledge and knowledge creation are essential for the business strategy 
(Nonaka, Toyama & Hirama 2008, 46). According to Nonaka et al. (2008, 46), the business 
system evolves dynamically in a chain of multilayered “ba” transcending organizational 
boundaries. Consequently, environment and organization are interdependent and evolving 
together instead of being separate entities. Furthermore, the emergence of new products, 
production methods, markets, materials, and organizations result from new combinations of 
knowledge (Nonaka & Takeuchi 1995, 34). The new knowledge creation is illustrated with the 
help of the knowledge conversion spiral on organizational, group and individual levels (figure 
4) showing how new knowledge can be created through socialization, externalization, 
combination and finally, internalization thus being an important tool for the management of 
intra-firm knowledge.    
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   TACIT 
 
 
 
 
                 
  
TACIT                EXPLICIT 
 
 
 
 
EXPLICIT 
Figure 4. Knowledge conversion spiral (Dubberly Design Office)  
 
Knowledge emerges through interaction with the environment, which influences the business-
strategic goal-setting of organizations. The resulting knowledge is interpreted and transformed 
firm-internally and reflected in the company´s products and services. An organization´s 
knowledge ecosystem consists of both directly and indirectly connected pieces, creating a 
dynamic interaction which has to be understood and managed as a multilayered “ba” (figure 
5). At the same time, knowledge assets as a source of competitive advantage must be 
protected. (Nonaka et al. 2008, 46-47.)  
 
            KNOWLEDGE PROCESSES 
              Creation    Sharing    Use 
ENABLING CONDITIONS 
 
Social/behavioral                 Inter-organizational 
 
Cognitive/epistemic                 Organizational 
                                   INTERACTION LEVELS 
Information systems management                Group     
      
Strategy/structure                 Individual   
 
Figure 5. Beyond the ba/managing enabling contexts in knowledge organizations (Google.com picture 
search)   
Socialization 
 
Empathizing 
Sharing and creating tacit knowledge 
through direct experience 
1. Walking around inside the company 
2. Walking around outside the company 
3. Accumulating tacit knowledge 
4. Transferring tacit knowledge 
 
Externalization 
 
Articulating 
Articulating tacit knowledge through 
dialogue and reflection 
5. Articulating tacit knowledge 
6. Translating tacit knowledge 
Combination 
 
Connecting 
Systemizing and applying explicit 
knowledge and information 
7. Gathering and integrating explicit 
knowledge 
8. Transferring and diffusing explicit 
knowledge 
9. Editing explicit knowledge 
Internalization 
 
Embodying 
Learning and acquiring new tacit 
knowledge in practice 
10. Embodying explicit knowledge 
through action and practice 
11. Using simulation and experience 
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Corporate Strategy 
Performance 
Measurement & feedback 
Business  
Processes 
Products and  
Services 
A strategy can be executed with the help of the Knowledge Strategy Process (KSP) as an 
instrument for the control of management actions concerning business-relevant knowledge, 
which, both as a resource and as a product, has a growing impact on business success. The 
KSP (figure 6) can be used as a direct and structured way to show how efficiently knowledge 
can be managed. (Davenport & Probst 2002, 24-33.)  
 
 
  
Knowledge 
  Management 
 
Contribute to    Determine 
 
   
   
Business 
Management 
 
 
Figure 6. Knowledge management strategy process (Inlecom) 
 
Since the lifeblood of any organization is knowledge, consumer- and customer-based 
knowledge should be managed as a strategic asset (Deshpandé 2001, 1-3). Organizational 
learning ability may be its only sustainable advantage. The ability to master market-driven 
learning processes separates leaders from their followers as markets become more complex 
and volatile, channel partners more assertive and competitors more aggressive. A firm that is 
capable of turning knowledge into action will enjoy a substantial competitive advantage 
(Pfeffer & Sutton 2000, 1-28). Tsoukas and Vladimirou (2001, 117-127) state that the close 
connection between knowledge and actions has been stressed by numerous researchers: 
whatever knowledge is, it is thought to make a difference to individuals´ actions. Knowing 
how to act within a domain of action is learning to make competent use of the categories and 
the distinctions constituting that domain. Furthermore, knowledge is related to the possibility 
of developing strategy and to transform the strategic course of a firm. (Mouritsen 2005, 39.) 
 
 
 
Training 
Knowledge development Knowledge Acquisition 
Dissemination 
KM Strategy 
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2.2 Strategic perspective    
 
Business tactics and the importance of positioning in strategy were already in the 6th Century 
BC acknowledged by Master Strategist Sun Zu, who wrote: “So it is said that if you know your 
enemies and know yourself, you can win a hundred battles without a single loss. If you only 
know yourself, but not your opponent, you may win or may lose. If you know neither yourself 
nor your enemy, you will always endanger yourself” (Sun Zu 2009, ix; Wikipedia). For Client 
A as a part of the market economy, this can be translated into the fact that Client A has to be 
aware of the surrounding market, its own market position, have a clear strategy and 
understanding about the market it is operating in. According to Deo (2011, 65), strategy is 
considered to be the most complex part of the business, however, when successful, allowing 
conversion of the organization´s disadvantages into advantages. Following a clear strategy 
based on relevant market information allows an organization to make the most of its strengths 
and turn its weaknesses into benefit. Strategy formulation starts with the knowledge and 
estimation of the current situation, and the desired future state. Client A´s future strategic goal 
setting can be enhanced through analysis of the current strategic position on the market in 
Finland. Based on the analyzed market and the emerging knowledge, important strategic 
decisions concerning the future of the organization on the relevant market can be made. 
Strategic goals must be clear and realistic, based on market data and knowledge.  
 
Kettunen, Ilomäki and Kalliokoski (2008, 46) state that strategies and business models are 
essential because the product itself does not generate value for the company and its 
shareholders. A firm´s strategy determines the relevant business areas, the competitive 
advantages which set the organization apart from competitors and future objectives. Based on 
strategy and business models a value proposition needs to have clarity and visibility so that 
potential customers can think of buying the product. In the eyes of the customer, something 
about the product must set it apart from the competing products. This can be the price, 
quality, service, brand value, or some combination of these factors. (Kettunen et al. 2008, 47; 
Beamish, Morrison, Rosenzweig & Inkpen 2003, 161.)  
 
Client A´s strategic process-creation should start with an analysis aiming to identify and 
describe the most probable future development scenarios expected to impact upon the 
organization covering the essential PESTLE factors, followed by a SWOT analysis. 
International market information is primarily utilized in strategic decisions concerning the 
choice of target markets and operational forms as well as product solutions. Raw data is not 
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sufficient to make a strategic decision which is why data must be processed first into 
information and knowledge which is also called strategic agility (Doz & Kosonen 2008, 96; 
Vaarnas et al. 2005, 150) and is defined according to figure 7 below. 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 7. Strategic agility process (Doz & Kosonen 2008, 96)  
 
Firms globalize unless they can find very good reasons not to. According to evidence, 
globalizing companies achieve better competitive and financial performance. However, firms 
also need to be globally integrated through the use of globally coherent strategies, operation of 
global networks, and profit maximization on a global basis. Global integration contrasts with 
the multinational approach in which companies set up country subsidiaries designing, 
producing and marketing products or services tailored to local needs. The multinational model 
may be considered a multi local strategy in contrast to a truly global strategy. (Yip 2001, 1.)  
 
Chan and Mauborgne (2005, 37) suggest that an organization can create new strategies and 
concepts out of the blue. According to the Blue Ocean Strategy, a firm can stay competitive 
by instead of sticking to old habits, creates something totally new. The Blue Ocean Strategy 
gives, for instance, insights on how to build powerful business models for value innovation 
(Blue Ocean Strategy). It can be a powerful and helpful tool when an organization aims to 
improve its market position, increase market share so it can be utilized whenever there is a 
need for it.  In today´s harshly competitive market economy, organizations need to be 
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innovative in addition to having a clear operational and product strategy. The Blue Ocean 
Strategy can be helpful in the field of new product development, or in further developing old 
products through adaption to a new market according to the market´s needs. Deo (2011, 39), 
states that firms are, for different reasons, obliged to adapt their products according to 
customer demands and needs. Reasons for this include e.g. legislative matters or changes in 
trends and preferences. Often, changes also need to be done in order to differentiate from 
competitors. The primary concern lies in doing the right things rather than in doing things 
right. Good companies aiming to become great, focus on stopping to do irrelevant things. 
(Collins 2001, 11.)  
 
2.3 Contents   
 
Factors influencing total market are economic changes domestically and on focus markets, 
changes in potential customer amounts and structure, changes of purchasing power within the 
potential customer segment, attitude of customers concerning the future as well as their 
purchasing and investment interest, own and competitor´s strategic decisions, new products 
on the market, essential political decisions made concerning the industry, taxation, and interest 
rates (Lotti 2001, 54). Market-driven organizations are well educated about the markets they 
serve. Good education further on equips firms to anticipate their future before their 
concurrence, which is more than spotting events, trends and changes presenting opportunities. 
Action-taking based on accurate readings of the response of customers, channels and 
competitors to essential strategic moves is a further outcome of successful operation, leading 
to competitive advantage. Staying well educated has become much harder since product 
lifecycles, the time of fragmenting markets, and market data changes more quickly. Realizing 
this has led many firms to pay more attention to the learning process required to generate and 
update market knowledge (Deshpandé 2001, 9). The organizational learning rate determines 
its ability to anticipate change. Learning also means unlearning obsolete market knowledge. 
The effort pays off and is a major step toward becoming market driven and improving 
profitability. (Deshpandé 2001, 22-23.) 
 
Next, following topics are discussed: the complexity of market analysis, market competence, 
entry and penetration to a market, and competitive factors to be taken into consideration.  
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2.3.1 Complexity   
 
Market analysis is, despite of its value to an organization, difficult in its findings. Although 
based on real objective data, market analysis includes ambiguity. Market structure is generally 
complex and more so in mature markets. In addition, the ability to intellectually or 
mathematically model the market to understand the impact of events on it is extremely 
difficult. The multiple sales channels used by firms have their own characteristics. A product 
can be sold in a variety of formats, and different regions, countries, continents; facts that can 
fundamentally alter the products characteristics. Firms have historic strengths and weaknesses 
by geography, channel, product category or format meaning that the comparison of one 
company to another is not strictly comparing like to like. Comparing one company with its 
competitors or to make real judgments about whether it is getting relatively better or not is 
difficult. All market and sales data is based on historically evaluative data and measures from 
past happenings. In many cases market analysis is unfortunately not based on clear and factual 
conclusions as it should, which can be explained through the dynamics of markets with a 
multiple of potential effects operating simultaneously. Economic modeling, which seeks to 
estimate the magnitude of any effect and formulate it into an equation, is utilized to address 
the issues of impact. The equation demands a lot of information about market performance 
under different conditions, and often there is a lack of available data to do the analysis well. In 
addition, problems with suppliers of market data or comparability over time becoming 
compromised serve to further confuse the issue. Furthermore is retrospective collection of all 
market information difficult. A company may not even be sure of the prices of its own 
products at any particular time. Consequently a very simple evaluation of the market in terms 
of influence is a lot more difficult than first supposed. (Callingham 2004, 83-86.) 
 
It is difficult to get a coherent view on what is happening, and therefore strategy for the 
future, due to the many impacts on the market. The implications of market changes on a 
firm´s brand are difficult to estimate because of multiple and simultaneous episodes on 
markets. Within a static market, as an example, a small part can be growing fast concealed by 
the fact that another large part is declining. Therefore, the estimation of these changes on the 
particular brand are very difficult, since it cannot be foreseen whether the brand belongs to 
the growing or the declining part of the market, or if the changes are due to that particular 
brand or something else. Furthermore, the analysis of threats and opportunities could easily 
lead to further research being commissioned which could be entirely misplaced if the analysis 
has a flaw. (Callingham 2004, 86-87.)  
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An organization, if to succeed, must make effective and efficient use of market analysis and 
research in its strategic decision making. Improving the use of analysis and research requires 
attention to the development of relevant and useful research findings, their dissemination 
from researchers to users, and their application. In product and service innovation the greatest 
challenge is to match what customers will buy to what the firm can produce. Both the users 
and the organizational developers knowledge is needed to accomplish the task. Delivering 
information and data about market segments is far easier than producing knowledge about 
actual customer needs, their thoughts, or what unconscious motives drive their behavior. 
(Ichijo & Nonaka 2007, 146.)  
 
2.3.2 Competence 
 
Market competence is equal to the routines related to the properties and characteristics of the 
value transfer between the firm and its environment. It covers an organization´s ability to act 
and interact in the markets. Ritter and Andersen (2010, 54) have identified generic activities to 
cover the wide ranging field of market competence which are presented in table 2 below.   
 
Table 2. Activities covering market competence (Ritter & Andersen 2010, 54)  
Market sensing:  
General knowledge about a firm´s market and specific 
customers 
Market relating:  
Interacting with customers 
Market prioritizing:  
Sorting customers according to their importance 
Market creating:  
Development of the market as a whole, i.e. changing 
the rules of the market. Typical activities are 
standardization, business and market development, 
new product development 
 
A firm´s competitive advantage lies not in only possessing current market information but in 
knowing how to use it. Barriers to market knowledge use, which is inextricably linked to 
organizational learning and market orientation, lie more in people than products (Deshpandé 
2001, 4-5). A successful internationalization process requires not only market-specific 
knowledge, but also increased foreign market commitment and knowledge development 
(Johanson and Vahlne 1977, 23). Client A must understand the market it is operating in to be 
able to compete successfully and to maximize the business value. Furthermore, state Johanson 
and Vahlne (1977, 27), does a firm´s commitment to a certain market require resources. 
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Commitment decisions, on the contrary, are based on several kinds of knowledge: present and 
future demand and supply, competition and distribution channels, payment conditions and 
transferability of money. A specific kind of operation or activity in a country requires both 
general and market-specific knowledge in order to be established and to perform. There is a 
direct relation between market knowledge and market commitment. A good amount of 
market knowledge makes resources more valuable and commitment to the market stronger. 
(Johanson & Vahlne 1977, 27-28.)  
 
2.3.3 Entry and penetration 
 
Entering and penetrating into a market requires time, manpower and finance. It also demands 
strategic thinking based upon real and objective information that once internalized becomes 
knowledge and a source for plans and actions. A firm needs to have an integrated entry plan 
including strategic, interactive, integrative, balanced and long-term issues. It is to be noted that 
entry is cyclical rather than linear. The integrative framework (figure 8) represents the 
information that a company should possess prior to making an entry decision, and the 
foundation for a balanced strategy. The process examines both the internal and external levels 
of knowledge and preparedness of a company and their inter-relatedness. When penetrating 
into a market it is essential to use all available information. The absence of complete 
information is one of the primary reasons companies fail upon entering a market. (Kratzman 
2002, 29-30.)  
Internal    External 
 
          Rivals   Customers 
 
          Complementors   
      Substitutes 
          Government   
       
          Environmental  Entrants 
          factors    
          (I.e. technology,  
          regulations)   
      Suppliers 
 
Figure 8. Integrative Framework Model (Kratzman 2002, 29) 
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The strategic process (table 3) and the competitive advantage model (table 4), which have 
been successfully used on the market in Finland for more than a decade, present proven 
market entry models. Strategic advantage is gained from acting on five triggers guiding 
through the entry process. These triggers are signals or checks and balances allowing 
assessment and judgment of the firm´s position and level of progression. The process starts 
with knowledge indicating a business opportunity. Through a series of research-based 
workshops the opportunity can be defined, assessed and future steps estimated. An 
environmental analysis is made with both a primary and fall back plan. This is smart business 
and one of the most effective ways to control and reduce risk. Finally, strategic advantage 
must be planned, internalized, implemented and assessed, requiring commitment to the whole 
process. (Kratzman 2002, 31.) 
 
Table 3. The Strategic Process – Step 1/Market entry & penetration (Kratzman 2002, 30) 
Knowledge opportunity 
recognition 
Planning & knowledge 
management 
Environmental analysis Planning strategy foundation & 
planning workshop 
Assessment on-going analysis 
other services 
Implementation Commitment entry decision & 
planning workshop to develop 
plans 
Internationalization 
development of market entry 
strategy & options 
 
Competitive advantage comes from being able to look at the market from the company 
perspective and transcend into a new firm prepared to meet the needs of the market as 
defined in the environmental analysis. The transformation into market leadership can be done 
by censoring the needs and pace of the market and taking action on those. It is about 
positioning, and giving the market what it wants. A well-balanced and successfully executed 
entry program allows definition and control of the future and gives a firm competitive 
advantage. Internal and external environments become intuitive and best investments are 
made in knowledge management. (Kratzman 2002, 31-33.)  
 
Table 4. The Competitive Advantage – Step 2/Market entry & penetration (Kratzman 2002, 31-33) 
Opportunity recognition Planning & knowledge 
management 
Environment analysis tailored 
external business & market 
assessment 
Strategy foundation client 
workshop 
On-going analysis other services Implementation Entry-decision planning 
workshop develop plan 
Market entry strategy & options 
internally redefined position 
externally applied 
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2.3.4 Competition   
 
Killian and Perez (1998, 7) state that competition is inevitable and that competitive advantage 
comes only from continuous innovation. Barney (1991, 99), on the other hand, states that the 
understanding of sources of sustained competitive advantage for enterprises has become a 
major area of research in the field of strategic management. According to a single organizing 
framework, a firm can obtain sustained competitive advantages by implementing strategies 
exploiting their internal strengths, through response to environmental opportunities, while 
neutralizing external threats and avoiding internal weaknesses. Further on, according to 
Barney (1991, 101-102), the key concepts in understanding sustained competitive advantage 
are firm resources, competitive advantage, and sustained competitive advantage. Firm 
resources include all assets, capabilities, organizational processes, firm attributes, information, 
knowledge etc. controlled by the organization in order to conceive and implement strategies 
that improve efficiency and effectiveness. An organization is said to have competitive 
advantage when it is implementing a value creating strategy not simultaneously being 
implemented by any current or potential competitors. A sustained competitive advantage, on 
the other hand, can be reached when Client A is implementing a value creating strategy not 
simultaneously being implemented by any current or potential competitor and when the other 
organizations are unable to duplicate the benefits of this strategy. This leads to a concept 
named VRIS (Valuable resources, Rare Resources, Imperfectly Imitable Resources and Social 
Complexity), which is based on the assumption that resources may be heterogeneous and 
immobile. Organizational resources can therefore be of competitive or sustained competitive 
advantage only when valuable, rare, imperfectly imitable and socially complex. (Barney 1991, 
105-111.)  
 
The concept of information, encoded as knowledge, is critical to the success of each strategy. 
Two generic marketing strategies are market share (usually achieved by becoming the high 
volume/low cost producer) and differentiation, or focus (finding a target segment, or niche, 
and serving it well). Thus, the economic rationale for gaining the benefits of accumulated 
experience is that the average cost of producing subsequent units of a product is reduced as 
know-how – information – becomes a relatively higher component of the value-added 
associated with the product. It is also crucial for a firm to try harder when only on the second 
place. (Deshpandé 2001, 139.) 
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Moreover, states Morgan (2009, 80), is the meaning of success never letting the competition 
define you, but instead defining oneself based on a point of view one cares deeply about. A 
firm which operates in this way is also called a lighthouse brand. It has a very clear sense of 
where it stands, and why it stands there. It is built on rock, with a product or brand truth that 
gives it credible ownership of this place to stand, and projected in a point of view about the 
way the world is, or the way the world should be, in everything that it does, and projected in 
every direction. This results in being like a lighthouse which will be noticed even without a 
look on it. The identity of such a brand is inarguable, giving the brand legitimacy and 
credibility, a way of owning it in a very competitive world, and a compelling conviction that 
the stance they are taking is one that is unique. (Morgan 2009, 84-85.) 
 
Awareness of the five competitive forces model can help Client A understand the structure of 
its industry and stake out a position that is more profitable and less vulnerable to attack. To 
understand competition and profitability, the industry´s underlying structure must be analyzed 
in terms of the five forces. Understanding the competitive forces reveals the roots of an 
industry´s current profitability and provides a framework for anticipating and influencing 
competition and profitability over time, essential to strategic positioning. A healthy industry 
structure should be as much a competitive concern to strategists as their firm´s own position. 
The strongest competitive force determines the profitability of an industry becoming the most 
important to strategy formulation. The five forces are, as figure 9 below illustrates, threat of 
entry, the power of suppliers, the power of buyers, the threat of substitutes, and rivalry among 
existing competitors. (Porter 2008, 78-86.) 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 9. The Five Forces That Shape Industry Competition (Porter 2008, 80)  
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There is always a threat of new entrants on the available market. Client A should take this into 
consideration, however concentrating on the organization´s own strategy. The bargaining 
power of buyers is rather stable on the market in Finland. There is no anticipation of anything 
drastic happening on the economic front, and population growth is very slow. The bargaining 
power of buyers and suppliers can be expected to remain the same, although purchasers and 
wholesalers increasingly produce their own private labels. Perhaps the biggest threat of the 
five competing forces is the rivalry between existing competitors, who may have been longer 
on the market and are better penetrated into the market in Finland. The rivals may also have 
strong products and services, and a long co-operative history with their customers.  
 
The Porter Diamond is an additional tool for assessing the competition on a market. 
Internationalization of Client A needs to be based on possession of some substantial and 
sustainable competitive advantage, as for any strategy. As a foreign entrant to the market in 
Finland, Client A must have significant competitive advantages to overcome the disadvantages 
in comparison to existing competitors that have superior market knowledge, established 
relationships with local customers and strong supply chains. (Johnson, Scholes & Wittington 
2008, 300.)  
 
The interacting determinants of national, or home base, advantages according to Porter´s 
Diamond are factor conditions, referring to the production factors of making a product or 
service. These can, at a national level, translate into general competitive advantages for 
national firms in international markets; home demand conditions, where the nature of the 
domestic customers can become a source of competitive advantage. Dealing with well-
educated and demanding customers at home trains a company to be effective in foreign 
markets (Johnson et al. 2008, 300). Client A can utilize a readily tested and available business 
strategy when penetrating deeper into the market in Finland. However, a successful strategy 
on one market does not assure success on another market. Therefore, Client A must analyze 
and get to know its new market well, which requires effort and work.    
 
Local clusters of related and mutually supporting industries can be an important source of 
competitive advantage. These are often regionally based, making personal interaction easier; 
and firm strategy, industry structure and rivalry. The characteristic strategies, industry 
structures and rivalries in different countries can also be bases of advantage. A competitive 
local industry structure is also helpful: if too dominant in their home territory, local 
organizations can become complacent and lose advantage in foreign markets. For Client A, 
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the value of Porter´s Diamond (figure 10) is to identify the extent to which it can build on 
home-based advantages to create competitive advantage in relation to others on a global front. 
It can be an advantage to study existing strategies and earlier penetration methods and use 
previous experiences to successfully penetrate and to increase market share on a new market. 
Learning from the past can hence be useful, although relevant risks must be identified too. 
(Johnson et al. 2008, 300-302.) 
 
 
 
 
 
 
 
 
Figure 10. Porter´s Diamond (Johnson, Scholes & Wittington 2008, 301) 
 
2.4 Summary of market analysis 
 
The purpose of market analysis is to provide an organization with important knowledge in 
order to enable strategic decision-making in the firm. Conduction of successful market 
analysis requires a professional ability of creating, managing and utilizing knowledge in the 
organization. Market analysis is very valuable to a firm, but at the same time very complex to 
conduct because so many different aspects need to be taken into consideration in the process 
and because markets change constantly. Despite of the complexities, it is essential to collect 
important facts about the firm´s PESTLE environment and to act accordingly. An 
organization has to be aware of the surrounding market, its own market position, have a clear 
strategy and understanding about the market it is operating in. Following a clear strategy based 
on relevant market information allows an organization to make the most of its strengths and 
turn its weaknesses into benefit (Deo 2011, 63). A firm´s competitive advantage lies in 
knowing how to use market information efficiently. A successful internationalization process 
of a firm requires market-specific knowledge and increased foreign market commitment and 
knowledge development (Johanson & Vahlne 1977, 23). An operation or activity in a country 
requires both general and market-specific knowledge in order to be established and to 
perform. The better the knowledge about a market, the more valuable are the resources and 
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the stronger is the commitment to the market (Johanson & Vahlne 1977, 27-28). Entering and 
penetrating into a market requires time, manpower and finance. It also demands strategic 
thinking based upon real and objective information. The absence of complete information is 
one of the primary reasons companies fail upon entering a market. (Kratzman 2002, 29-30.)  
 
Table 5 below illustrates the main concepts discussed in this chapter. These concepts can, 
together with the conducted market analysis, be applied and utilized by Client A for a strategy 
implementation.  
 
Table 5. Summary of the concepts discussed in market analysis 
Concepts to apply for successful strategy 
implementation through KM and market 
analysis 
Collection of data &  
transformation into 
information, knowledge, and 
finally, wisdom  
SECI & interaction with the 
environment 
Knowledge strategy process & 
Key Performance Indicators 
 
Knowledge treated as 
competitive advantage => 
conversion of knowledge into 
wise actions and KM linked to 
firm´s strategy.   
 
Knowledge processes: creating, 
sharing, use 
Estimation of the 
organization´s internal and 
external environment 
(PESTLE)  
 
Definition of five competitive 
forces and Porter Diamond  
 
Business tactics & positioning 
=> strategy with competitive 
advantages, and strategic 
agility 
 
Blue Ocean Strategy => 
product development 
 
Globalism => 
multinationalism => 
multilocalism  
Market knowledge & 
competence => foreign 
market commitment with 
needed resources 
 
Entry & penetration plans 
through the use of strategic 
process and competitive 
advantage models 
 
Competitive advantage => 
continuous innovation => 
VRIS 
 
Lighthouse brand 
 
 
    
 
Next, the conceptual framework and field of study are discussed; i.e. what is studied, how, for 
whom and for which purpose the study has been carried out, and what needs to be found out 
in the course of the study process.  
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RESEARCH METHOD: 
single case study with qualitative 
in-depth interviews 
 
 
2.5 Conceptual framework and field of study  
 
This study has been written for Client A as a single case assignment. The purpose is to find 
out the relevant market characteristics of the OOH food market of dehydrated culinary 
products in Finland including the competitive landscape, to explore trends, product attribute 
and taste preferences, and to see how well Client A´s dehydrated culinary products meet the 
market´s needs. This is done by creating a conceptual framework around the research 
questions including knowledge and strategic management theories supporting the market 
analysis itself. To further approach the research problem, a qualitative research method was 
chosen where carefully selected representatives from the OOH food trade in Finland are in-
depth interviewed.  
 
 
 
 
  
 
 
 
 
 
 
 
 
 
Figure 11. Conceptual framework of the study 
 
The conceptual framework of this study is illustrated in figure 11. After definition of the 
research problem (Out-of-home food market in Finland for dehydrated culinary products), the 
research questions were posed, and data collection methods were chosen. Because of 
insufficient quantitative data, the problem-solving needed a qualitative approach with in-depth 
interviews. For the theoretical section of the study, literature concerning market analysis, 
knowledge, and strategic management were carefully chosen. The literature structure is 
illustrated in table 1 and summarized in table 5. After theoretical review, the interview 
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framework was created through estimation of the needed data to answer the research 
questions as appropriately as possible. Next, the research method of the study is discussed, 
including research philosophy, research approach and design, data collection methods and 
analysis, and how interviews were conducted.   
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3 Research method  
 
 
In this section the research philosophy of the study is discussed; i.e. what is known and 
assumed about the topic and what the approach of the study is. First the methodology of the 
study is discussed including presentation of the ontological and epistemological aspects. After 
defining these, research strategy and methods for the study are described and the techniques 
for data collection and data analysis are introduced.    
 
3.1 Research philosophy 
 
The research phenomenon in this study is out-of-home food market analysis. The research 
objective is to increase knowledge about the OOH culinary market in Finland through analysis 
of the market characteristics. There are three research questions in this study: determination of 
characteristics of the OOH food market in Finland, understanding the expectations of 
customers in respect to the dehydrated culinary products´ qualities, and what Client A can do 
in order to meet customers´ requirements.  
 
The starting point is to focus on the fact that the ultimate purpose of research is to add 
something of value to the body of accumulated knowledge. Epistemological debate about how 
to best conduct research is on-going. According to Healy and Perry (2000, 118), realism is the 
appropriate scientific paradigm for marketing research. Since this study is a market analysis, 
which always is part of market research, a realistic approach is the best way to find the answers 
to the research questions. Phenomenological, i.e. interpretive science, inquiry uses qualitative 
and naturalistic approaches to inductively and holistically understand human experience in 
context-specific settings. The approach tries to comprehend and explain a phenomenon, 
rather than search for external causes or fundamental laws (Amaratunga, Baldry, Sarshar, & 
Newton 2002, 18-19). The nature and structure of this study follows a realistic, interpretive 
science and following a logic-based abductive reasoning (Wikipedia). This means, that to begin 
with a general picture of the market including knowledge and strategic management were built 
to a theoretical concept. The theory led to a hypothesis, where after the research phenomenon 
was observed through the conduction of in-depth interviews with carefully selected 
representatives from the out-of-home culinary trade in Finland. Finally, theoretical assumption 
is confirmed in the results of the findings.  
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Based on the research phenomenon of this study, market analysis, it can be said to be 
ontologically difficult in its findings and may not be as objective as it may seem despite of its 
value to an organization. Although market analysis is based on real objective data, it includes 
ambiguity (Callingham 2004, 83). The complexity becomes even more obvious with the fact 
that Finland is an oligopolistic market in terms of the OOH food trade, and the analysis of an 
oligopolistic market is difficult because of no existing common oligopolistic theory. The 
inspection of oligopolies is divided into analysis of different cases. Another common feature 
in relation to oligopolies is their dependency on the competitors´ decisions. In other words, 
the behavior of an oligopolistic company can be described to be the search for the correct 
pricing. Regardless of having the ability to influence price, it is done while taking into 
consideration the competitors´ reactions. This kind of a behavior is called strategic and is 
based on the expectations concerning the competitors´ actions. (Pekkarinen & Sutela 2004, 
89.)  
 
3.2 Research approach and design 
 
This study was conducted by the use of a qualitative research method. The research approach 
of this study was to first build a theory to support the empirical part. To begin with, the 
research objective and purpose of the study were estimated, and the main research questions 
were posed. It was important first to define the purpose and importance of market analysis for 
an organization. It was also from the beginning clear that market analysis is closely interlinked 
to knowledge and strategic management, the reason for which these two concepts have been 
discussed in the theoretical part in addition to the market analysis. The original research 
approach was also to find quantitative data about the OOH culinary market in Finland. 
Because of lacking quantitative data, qualitative in-depth interviewing was essential for this 
study. The original purpose was, however, to combine both quantitative and qualitative data in 
order to profit from mixed methods and to find possible gaps between these. 
  
In the course of the study it turned out that required statistical data about the OOH culinary 
market in Finland is not available, which forced to change the initial research approach and to 
collect the lacking statistical data through qualitative in-depth interviews instead of using a 
mixed methodology. There is no common databank in Finland with statistics about out-of-
home food consumption, or sales figures. All existing data is kept within each organization on 
the market, and only some of it can be bought e.g. straight through the wholesalers and 
through Taloustutkimus, which since the end of year 2009 has been responsible for the 
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collection of data from the approximately 22.000 OOH outlets on the market in Finland. 
(Finnish Customs Statistical Department 20.9.2011; Finnish Ministry of Trade and Industry 
20.9.2011; Holomo, E. 25.10.2011; Hukka, M. 6.9.2011; Naapuri, M. 20.9.2011; Nieminen, I. 
20.9.2011; Perälahti, M. 25.10.2011.)   
 
Construction of a theoretical framework explaining the findings of this study was done mainly 
through qualitative research, which according to Callingham (2004, 109) often is the easiest 
way. In addition, this study includes some quantitative out-of-home food market data, 
although the very centralized supply chain on the market in Finland makes the access to 
quantitative market data almost impossible. Therefore, statistical data includes only general 
OOH food market figures and no exact numbers of the total market or its development. 
Quantitative data and its analysis always require that data is available or there is a possibility of 
creating data. Qualitative in-depth interviews were chosen as a research strategy also because it 
often is the best strategy for discovery, and exploration of a new area. Moreover, qualitative 
data is useful when quantitative data from the same setting needs to be supplemented, 
validated, explained, illuminated or reinterpreted (Amaratunga et al. 2001, 22). The analysis of 
the out-of-home food market in Finland requires an ability of handling a large amount of data, 
and being able to find and create the knowledge needed to accomplish the demanding task. 
The collected data is expected to enhance Client A´s strategic decision-making concerning the 
out-of-home culinary market in Finland.  
 
Following components of research design are important for case studies: the study's questions, 
its propositions, its unit(s) of analysis, logic linking of the data to the propositions, and the 
criteria for interpreting the findings (Umit). These components have been taken into 
consideration during the conduction of this case study. 
  
3.3 Data collection and analysis 
 
In this study the interviewer was an external student conducting the market analysis as a thesis 
work for Client A. Because of no previous experience of conducting market analysis, it was 
extremely advantageous to gather all necessary theoretical data in the very beginning of the 
study process. The collection of data for the theoretical section began immediately after the 
first meeting with Client A´s representative on 17.5.2011. During the meeting the need for the 
study was discussed, and a preliminary schedule agreed upon. In addition, all relevant 
information was discussed concerning the expectations of the market analysis, and what 
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questions ought to be answered. This was helpful in establishing the research questions. When 
the research questions were clear, a theoretical framework and a literature review were 
planned. The data collection and analysis process of this study are summarized in figure 12 
below. 
 
 
 
   
 
 
 
 
 
 
 
 
  
 
 
 
 
 
 
 
 
 
 
 
 
Figure 12. Data collection phases as part of the market data process (modified from Vaarnas, Virtanen 
& Hirvensalo 2005, 91; FINTRA publication no. 118 2001, 74) 
 
Client A offered access to a global databank: Datamonitor. Unfortunately, there was a 
misbelieving of having existing quantitative data upon the out-of-home food market in 
Finland, which actually was not the case. Perhaps this misbelieving was also due to the 
Estimation of data collection goals 
(i.e. how will data be collected for 
the production of the market 
analysis) 
Choice and agreement on data analyst: 
external data collector co-operating with 
internal contact person 
BRIEFING 17.5.2011 
 
 
Definition of data needed 
Preparation of data collection plan 
(market analysis, KM & SM) 
Written contract with Client A 22.9.2011 (kick-off meeting) 
Desktop data collection phase (theoretical framework) June-August 2011 
Field work data collection (in-depth interviews): October and November 2011 
Data analysis (November 2011) and presentation (December 2011) 
Data utilization and knowledge management (January 2012 =>)  
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inexperience of the student, not being able to critically question in the very beginning of the 
data collection phase whether statistical data was available or not. However, when it became 
clear that statistical data was missing, it was easy to concentrate on the theoretical section and 
to define the actual need for qualitative data collection. As soon as theory was established, the 
qualitative interview framework and questions were planned. Primary data had to be collected 
through qualitative interviews because of the lacking statistics. Interviews were planned in 
September 2011, and a total number of six in-depth interviews were conducted in October 
and November 2011. Data was organized by writing transcriptions of the taped interview 
material. Some of the interviewees answered a part of the questions in a written form and sent 
the answers per e-mail either before or after the interview. This was done because, according 
to the interviewees, some of the questions required them to take a deeper look into their intra-
firm statistical data before being able to answer the questions posed. These questions were 
related to financial and market figures. This and further primary data was directly documented 
according to the answers after transcription of the answers. All answers were further on 
structurally documented according to the answers to the questions in order to get an overall 
picture of each interviewee´s answers to the questions.  
 
3.4 Interviews 
 
As earlier discussed, the purpose of this study was to analyze the out-of-home food market for 
Client A´s dehydrated culinary products in Finland. The analysis included determination of 
key focus channels and customers of these products, general market characteristics, how 
customers prefer buying, key customer trends, taste preferences, competitive landscape and 
prospects for the future. Because of the mentioned facts it was important first to find out and 
determine how the supply chain on the market in Finland for the OOH culinary products is 
organized. Then interviewees from these different channels were chosen according to the 
presumed ability and experience to answer the questions posed. General guidelines and rules 
to in-depth interviewing were acknowledged prior to the interviews. (Carson, Gilmore, Perry 
& Grönhaug 2001, 73-82.) 
 
The interviewees were selected carefully from the OOH food trade representatives on the 
market in Finland. The purpose was to interview a maximum of 12 persons for the study. 
Unfortunately, several interviewees´ cancelled for reasons concerning trade secrecy. Finally, six 
interviews were conducted (table 6). The interviewees consisted of carefully selected 
representatives from different wholesalers, all having an extensive experience from the OOH 
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food market in Finland, one commercial purchaser, one purchaser from the public sector, and 
one representative from the Finnish Food and Drinks Industries Federation. The interview 
questions were sent to the interviewees in advance per e-mail so that they had the opportunity 
to prepare in advance. The in-depth interviews were conducted in each of the interviewee´s 
organization´s premises and each representative was interviewed for approximately one hour. 
Interviews were taped for data analysis purposes. There were two different sets of questions, 
one for wholesalers´ purchasing managers, and the other one for the commercial and public 
sector´s purchasers (appendices 1 and 2). In addition, some of the questions were modified 
when interviewing the representative from the Finnish Food and Drink Industries Federation. 
The interviewees, their respective employers and titles, dates of interviews, duration of 
interviews and type of interviews are listed in table 6 below.  
 
Table 6. Information about the conducted interviews  
Interviewee Firm Title Date of 
interview 
Duration of 
interview 
Type of interview 
B C Branch Manager 10.10.2011 1:02:18  personal 
D E Category 
Manager 
13.10.2011 0:58:38 personal 
F G Purchasing 
Director 
17.10.2011 0:57:22 personal 
H I Product Group 
Manager 
21.10.2011 1:04:20 personal 
J K Purchasing 
Manager 
21.10.2011 1:02:51 personal 
L M Product Group 
Manager 
4.11.2011 1:12:46 personal 
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4 Secondary data upon the out-of-home culinary market in Finland 
 
 
Finland´s OOH culinary market is oligopolistic, meaning that there are a few big companies 
competing with each other and in addition, there are a number of smaller firms on the market. 
This is the case both in respect to the product suppliers as with the wholesale channel. 
Oligopolistic markets are quite common and rather stable market forms. This does, however, 
not necessarily indicate that the firms forming an oligopoly always remain the same. Some 
firms rise to become large on the market, and others fade away. The amount of large 
organizations on the market, however, may remain quite stable. The analysis of an oligopoly is 
complicated. First of all, there are many kinds of oligopolies and no common oligopolistic 
theory. The inspection of oligopolies is divided into analysis of different cases. Another 
common feature in relation to oligopolies is their dependency upon competitors´ decisions. In 
other words, the behavior of an oligopolistic company can be described to be the search for 
the correct pricing. Regardless of having the ability to influence price, it is done while taking 
into consideration the competitors´ reactions. This kind of a behavior is called strategic and is 
based on the expectations concerning the competitors´ actions. On a practical market 
intuition, guessing and luck have a big significance, and when information is either expensive 
or imperfect, this kind of decision-making may be fully rational. In an oligopoly decisions are 
made based upon several factors: price, quantity, product differentiation, marketing and so on. 
The firms have several ways of competing, and instead of inter-firm competition there is often 
a trial to create inter-firm contracts and co-operation, through which the market can be 
stabilized. (Pekkarinen & Sutela 2004, 88-89.)  
 
4.1 Market and trade information 
According to ETLA (The Research Institute of the Finnish Economy), subject to the 
declining growth forecasts of the global economy, many raw material prices started decreasing 
in Spring 2011. Despite of the decreases, raw material prices were estimated to remain 27 per 
cent higher in year 2011 compared to year 2010. In year 2012, prices are estimated to decrease 
with an average of 12 per cent. Grocery prices fluctuated vigorously during year 2011. It is 
expected that grocery prices will decline from the recent peaks while crops are forecasted to 
grow from the poor crops in year 2010 (ETLA 2012). WTO´s World Trade Report 2011 
reveals that export prices of food have varied quite strongly in the past years. Year 2008 
showed a growth of 23 per cent, a decline of 15 per cent in 2009 and again a growth of 12 per 
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cent in 2010. Agricultural raw materials´ prices declined by one per cent in 2008, 17 per cent 
in 2009, but grew with 33 per cent in 2010. (WTO World Trade Report 2011, 23.) 
Finland´s recovery from 2008´s deep recession continues. The total output volume of the 
national economy increased with 3,1 per cent in 2010 and in January – February 2011 with 5,5 
per cent from the previous year. The growth has been enabled especially by the recovery of 
the export demand, but also thanks to increasing private consumption and investments. The 
benign development is forecasted to continue in 2012. The national GDP was estimated to 
grow by approximately 3,5 per cent in 2011, and almost as much in 2012. Private consumption 
increased by 2,6 per cent in 2010 thanks to increased purchasing power of private households. 
In 2011, private consumption was estimated to grow by approximately 2,5 per cent although 
households´ real purchasing power was estimated to remain similar to the previous year. 
(MaRa ry 2011.)  
 
Measured with the consumer price index (CPI) inflation intensified to a good per cent from 
year 2010´s zero development. In 2011, price increases were estimated to accelerate due to 
taxation changes and growth in global market prices to approximately 3,5 per cent. In 2012 
prices are estimated to rise by 2,5 per cent from 2011. The income index grew by 2,5 per cent 
from 2009 to 2010. In 2011, the growth rate was estimated to remain nearly the same as in 
2010. In 2012 the estimation lies at three per cent compared with 2011. As indicated in table 7, 
the number of outlets in the Finnish OOH food sector has decreased in some of the 
categories and simultaneously increased in other categories in 2010 compared to the situation 
in October 2009. The number of licensed A&B restaurants has for example grown by 1,4 per 
cent, whereas the number of staff restaurants has decreased by 0,7 per cent. (MaRa ry 2011.)   
 
Table 7. Number of outlets in the Finnish OOH food sector (MaRa ry 2011)  
Number of outlets 2010 2010 Change (%) to 10/2009 
Licensed restaurants (A & B) 6124 1,4 
Pubs and cafés (C)  2178 -3,6 
Other cafés 2050 2,0 
Staff restaurants 1420 -0,7 
Hotels 742 0,3 
Other registered accommodation 520 -5,5 
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Total sales per branch (table 8) has declined by 2,0 per cent in staff restaurants in 2010 
compared to the previous year, and in the same time period QSR´s and cafés have increased 
sales by 3,5 per cent. (MaRa ry 2011.) 
  
Table 8. Total sales per branch 2010 (MaRa ry 2011)  
Total sales per branch 2010 Billions (€) Change (%) to 2009 
Licensed A & B restaurants (incl. hotel restaurants) 3,34 2,0 
Accommodation 0,86 3,9 
Pubs (C-licensed restaurants) 0,53 -0,5 
Quick service restaurants, cafés 0,67 3,5 
Staff restaurants, meal services 1,01 -2,0 
Other 0,65 1,5 
Total 7,06 1,5 
 
Table 9 shows the development and change in prices divided into different sectors from 2001 
to 2010. In 2008 and 2009 prices in staff restaurants rose by 4,5 respectively 5,3 per cent, 
whereas CPI rose by 4,1 and 0,0 per cent. The situation in 2010 was an increase of 0,2 per 
cent in the prices in staff restaurants whereas CPI grew by 1,2 per cent. (MaRa ry 2011.)  
 
Table 9. Price changes 2001-2010 within the OOH sector (MaRa ry 2011)  
Price changes (% from 
the previous year) 
2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 
A & B licensed 
restaurants 
3,0 2,9 2,6 -0,1 1,1 1,7 2,1 5,7 5,0 1,8 
Accommodation 4,9 2,6 1,8 -0,8 2,7 2,8 3,8 3,8 -2,2 -1,1 
C licensed restaurants, 
cafés, QSR 
2,5 2,6 3,7 1,4 2,0 2,0 2,1 5,8 4,4 -0,6 
Staff restaurants 4,0 2,8 2,9 2,5 3,1 2,3 2,4 4,5 5,3 0,2 
Consumer price index 2,6 1,6 0,9 0,2 0,9 1,6 2,5 4,1 0,0 1,2 
 
 
The number of bankrupt firms in the OOH sector between the years 2001 and 2010 has 
varied from 145 to 211 bankruptcies per year, although in year 2010 the number of bankrupt 
firms in the sector was higher than during the whole comparison period with 211 bankruptcies 
when the same number in 2009 was 183 bankrupt firms in the sector (table 10). One 
explanation to this could be the aftermaths of the recession which hit Finland in the end of 
year 2008. (MaRa ry 2011.)  
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Table 10. Number of bankrupt firms in the hotel- restaurant and catering industry 2001-2010 (MaRa ry 
2011) 
Year 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 
Firms 177 200 177 182 148 145 159 173 183 211 
Change (%) to 
previous year 
- 12,99 -12,99 2,82 -18,69 -2,03 9,66 8,80 5,78 15,30 
 
 
Table 11 shows the development of household expenditure on hotel and restaurant services in 
Finland from 1970 to 2008. Throughout the decades there has been growth in the amount of 
money consumers give out on OOH services. The amount of money spent on these kinds of 
services was six fold in 2008 compared to the situation in 1970, and in comparison with 1990, 
the amount of money spent on OOH food services has doubled. However, the share of all 
consumption expenditure shows that consumers have more money available for hotel and 
restaurant services in 2008 than in the 1970s, and the per cent development actually not has 
grown in the same way as the amount of Euros spent on these services (5,1 per cent of all 
consumption expenditure in 1970 compared to 6,6 per cent in 2008). In 1990, consumers 
spent even more of their income (7,9 per cent) on OOH services, and the per cent figure has 
not grown more than 0,2 per cent in 2008 compared to the situation in year 2000. (MaRa ry 
2011.)   
 
Table 11. Household expenditure figures 1970-2008 (MaRa ry 2011)  
Year 1970 1980 1990 2000 2008 
Hotel and restaurant expenditure (billions €) 0,22 1,09 3,32 4,02 6,06 
Share of all consumption expenditure (%) 5,1 6,5 7,9 6,4 6,6 
 
4.2 Sales and utilization rate 
 
The total sales value in the hospitality industry in Finland grew in 2010 by approximately 1,5 
per cent from 2009. Demand rose scarcely by one per cent after increase in the sales prices of 
a little more than 0,5 per cent. The lowering of the VAT in the restaurant food prices in the 
second half of 2010 showed an increase until January – March 2011 of about four per cent. In 
the total volume growth was even higher, 4,5 per cent by the fact that the lowering of the 
VAT pushed the average price development to a negative rate. (MaRa ry 2011.)  
 
The largest quick service restaurants (QSR) increased their turnover by approximately seven 
per cent in 2010. The corresponding change in the sales value was about 3,5 per cent after the 
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volume had increased with approximately four per cent. The number of outlets had increased 
by a good six per cent from the previous year so measured on the number of sales and outlets 
the development of the total capacity was descending similar to the previous year. The 
turnover of the largest catering firms remained in 2010 at the same level as in 2009. The 
change in turnover was as follows: -0,5 per cent in staff restaurants, 2,5 per cent in educational 
institutions and -1,5 per cent in other meal services. The total sales decreased by value with a 
substantial 3,5 per cent and by volume almost four per cent. In the first quarter of 2011 
turnover grew by five per cent. The change in turnover was then a good 5,5 per cent in staff 
restaurants, some 0,5 per cent in educational institutions and almost 9,5 per cent in other meal 
services. Followed by the VAT reduction the total sales value had a decrease of approximately 
two per cent. Considering the changes in the sales prices the sales volume increased by 
substantially one per cent. According to economic estimations and changes in taxation the 
sector will have an increase in demand in 2011 and to some extent also in 2012. According to 
general economic forecasts savings were estimated to rather decline than grow in 2011 
enabling a continuing growth in consumption. OOH consumption demand was accelerated by 
the decrease in the VAT in food prices in July 2010. It is estimated that OOH food 
consumption will continue its growth in 2012. (MaRa ry 2011.)  
 
The coming sales development of catering firms is influenced not only by the general 
economic development but also by the amount of outsourcing in future. The economic 
distress of communes might to some extent accelerate the buying of services from the sector´s 
firms, which for the time being has advanced clearly slower than expected. On the other hand, 
staff restaurants seem to become part of the growing demand in food services followed by the 
lowering of the VAT. In QSR´s the lowering of the VAT has not had such a significant 
influence on demand as in other food service sectors. What comes to tax free meal service 
operations – such as the food sales to university students – the VAT lowering caused a slight 
price increase pressure. The demand sights in this sector are dependent upon how meal 
support and student grant in general are developed in continuation. In the beginning of 2011 
the rise of meal compensation had a positive demand which, however, did not compensate for 
the grown cost pressure on these products. Food raw materials´ prices in wholesale stores 
grew by 4,6 per cent from 2010. Sales earnings and cost development comparisons refer to an 
average increase in the sector´s profitability in 2010 and 2011. There are, however, noticeable 
differences between sectors, areas and especially companies (MaRa ry 2011). The inflation rate 
in Finland was at a level of 3,5 per cent in 2011. (ETLA 2012.)  
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Tables 12 and 13 show that the CPI has grown and will grow steadily according to future 
estimations; between 1,2 to 2,1 per cent.   
 
Table 12. Finland´s CPI, 2004-09 (2000=100) Consumer Price Index Growth (Datamonitor 2011)  
Year 2004 2005 2006 2007 2008 2009 
Index 105.3 106.2 107.9 110.5 115.0 116.8 
Change (%) to previous year  0.8 1.6 2.5 4.0 1.6 
 
Table 13. Finland´s CPI, 2009-14 (2000=100) Consumer Price Index Growth (Datamonitor 2011)  
Year 2009 2010 2011 2012 2013 2014 
Index 116.8 118.0 119.5 121.6 123.8 126.4 
Change (%) to previous year 1.6 1.0 1.2 1.8 1.8 2.1 
 
Finland´s population growth is very slow, and the amount of aged people increases in 
comparison to the younger age groups. Population in Finland is forecasted to grow by only 
0.05 per cent until 2014. In the age group 55 + growth is slightly higher, with an estimation of 
1.79 per cent growth in 2014 (table 14). The population figures suggest that the size of the 
market will remain approximately the same, expected there will not be any sudden changes in 
population growth. (Datamonitor 2011.)  
   
Table 14. Finland population forecast, by age group, 2009-14 in millions (Datamonitor 2011)   
Age group/Year 2009 2010 2011 2012 2013 2014 
0-14 0.86 0.85 0.84 0.84 0.83 0.83 
Change % -1.19 -1.12 -0.88 -0.67 -0.45 -0.35 
15-24 0.65 0.65 0.65 0.65 0.65 0.64 
Change % -0.22 -0.05 -0.06 -0.13 -0.60 -1.00 
25-34 0.66 0.66 0.66 0.65 0.65 0.65 
Change % 1.17 0.19 -0.47 -0.73 -0.39 0.01 
35-44 0.66 0.65 0.64 0.64 0.63 0.63 
Change % -2.44 -1.63 -1.14 -1.01 -0.92 -0.45 
45-54 0.75 0.75 0.74 0.74 0.73 0.73 
Change % -0.50 -0.68 -0.81 -0.76 -0.57 -0.99 
55+ 1.66 1.69 1.72 1.75 1.77 1.79 
Change % 1.85 1.77 1.70 1.58 1.35 1.25 
Overall 5.25 5.26 5.26 5.26 5.27 5.27 
Change % 0.11 0.09 0.08 0.07 0.06 0.05 
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The nominal GDP grew until and with year 2008, where after there was a decrease of seven 
per cent (table 15). In 2007, the growth was 7,4 per cent in comparison to the previous year, 
and in 2008 the same figure was 3,5 per cent. (Datamonitor 2011.)  
 
Table 15. Finland nominal GDP growth 2004-09 (€bn, nominal prices) (Datamonitor 2011) 
Year 2004 2005 2006 2007 2008 2009 
Index 152.3 157.3 167.1 179.4 185.7 172.6 
Change in % to previous year n.a. 3.3 6.2 7.4 3.5 -7.0 
 
The nominal GDP forecast until 2014 shows that there is an expectation of a steady yearly 
growth to more than five per cent (table 16).  
Table 16. Finland nominal GDP growth forecast, 2009-14 (€bn, nominal prices) (Datamonitor 2011) 
Year 2009 2010 2011 2012 2013 2014 
Index 172.6% 178.6% 184.7 193.1 201.9 212.1 
Change (%) to previous year -7.0 3,5 3.4 4.6 4.5 5.1 
 
Similarly, the real GDP in Finland showed a decrease of 8,5 per cent in year 2009, after a 
several years growth period (table 17).  
Table 17. Finland real GDP growth 2004-09 (€bn, 2000 prices) (Datamonitor 2011)  
Year 2004 2005 2006 2007 2008 2009 
Index 145.6 149.9 157.2 163.9 165.4 151.3 
Change (%) to previous year  2.9 4.9 4.3 0.9 -8.5 
 
IMF (the International Monetary Fund), has forecasted a real GDP growth of Finland to 3,5 
per cent in 2011, and 2,2 per cent in 2012. In addition, the change in consumer prices 
according to IMF were 3,1 per cent in 2011 and will be 2,0 per cent in year 2012. 
(International Monetary Fund 2012.) 
 
As table 18 indicates, the real GDP of Finland is expected to grow yearly until 2014, however 
the growth appears to be more moderate with a peak at 2,9 per cent in 2014.  
Table 18. Finland real GDP growth forecast 2009-14 (€bn, 2000 prices) (Datamonitor 2011) 
Year 2009 2010 2011 2012 2013 2014 
Index 151.3 155.0 158.4 162.7 167.1 171.9 
Change (%) to previous year -8.5% 2.4% 2.2% 2.7% 2.7% 2.9% 
 37 
 
4.3 Supply chain and market structure  
 
Business transactions with customers generally take place within well-established relationships. 
Long-term relationships between suppliers and customers exist because this provides the 
extensive knowledge needed for important business companionship. Not only is knowledge 
about price and quality needed, but also knowledge about deliveries and a number of services 
before, during and after delivery. Much of the knowledge can only be gained after successful 
transactions. Additionally, knowledge about each other’s resources, organization and 
development possibilities are needed. Often are suppliers and customers interlinked through 
different types of technical and administrative arrangements. Products, processes, scheduling, 
delivery routines and logistical systems may be adapted to the needs and capabilities of the 
specific counterpart. Relationships between suppliers and customers are made clear through 
established, complex, inter-firm information channels, and developed social and technical 
bonds with each other. (Johanson & Mattsson 1998, 303-305.) 
 
The out-of-home culinary market in Finland consists of two main customer channels: 
commercial customers and the public/institutional sector. These consist of smaller subgroups, 
such as QSR´s, FSR´s, hotel restaurants, cafés, bakeries, bars, street kitchens, convenient 
stores and leisure consumption within the commercial channel, and B&I canteens, health care 
sector, education, travel & transport, administration and social services within the public 
sector. Usually OOH culinary products are bought through wholesalers. The OOH food trade 
in Finland is quite centralized with only a few big wholesalers, which speaks for an 
oligopolistic market as already described in the introduction of this chapter. The central 
wholesalers are: Kespro, Wihuri-Aarnio (Metrotukku), Heinon Tukku and Meira Nova (figure 
13). The proportion of the OOH sector of the total market sales was 18 per cent in 2007 (The 
Finnish Grocery Trade Association PTY; Service Union United PAM). There are 
approximately 22.000 professional kitchens in Finland producing around 850 million meals 
per year (Taloustutkimus 2011). The raw materials to these meals represent a relatively large 
amount of the total daily consumer goods market. According to the Finnish Grocery Trade 
Association PTY it is important that small and medium sized suppliers are able to offer local 
food solutions to the Finnish OOH food sector in addition to the large suppliers.   
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Heino´s clients consist of restaurants, 
professional kitchens and retailers. 
Heino provides its customers with a full 
service selection.   
-Units in Espoo, Turku, Tampere, Oulu 
and Kuopio. 
-Multi-channel ordering possible  
-More than 25.000 different products 
 
Wihuri Oy Aarnio offers a product 
assortment of more than 35.000 
different products in Finland through 
Metro wholesale stores.  The starting-
point of Metro is to be a national supply 
chain which is locally present. Metro has 
32 quick wholesale stores in Finland.  
 
Kespro is a subsidiary of Kesko Food, 
which acts as a wholesale store and 
partner for its customers in Finland. 
Kespro produces delivery- and pick up 
services for the OOH market in 
Finland.  
-Nation-wide services in 6 sales regions, 
6 units in 16 wholesale stores.  
-Kespro´s own label Menu has been 
develop for OOH clients especially. 
Tuko Logistics 
Cooperative 
-Owned by Wihuri Oy, Heinon 
Tukku Oy, Suomen Lähikauppa 
Oy and Stockmann Plc 
-Offers customer companies 
efficient logistics and an 
extensive range of products  
S Group 
-Parent company of Meira Nova 
-More than 1.600 outlets in 
Finland.  
-Consists of regional 
cooperatives and SOK, which is 
owned by the cooperatives 
KESKO 
-Parent company of Kespro 
-2.000 stores engaged in chain 
operations in Finland, Sweden, 
Norway, Estonia, Latvia, 
Lithuania, Russia and Belarus 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 13. The OOH sales structure on the market in Finland (PTY HoReCa-opas 2008, 5; Heinon 
Tukku Oy 2011; Wihuri Oy 2011; Meira Nova Oy 2011; Kespro Oy 2011; Kesko Oyj 2011; S-Kanava 2011)  
 
The popularity amongst end consumers is defined by how well the products meet the 
consumer demands, which is why wholesalers aim to offer their clients a product category 
meeting their demand. For this, wholesalers need good partners – the right suppliers. The aim 
of the industry´s wholesalers is to act persistently and reliably to an advantage of its 
customers. The same expectations are set by the wholesalers to the product suppliers. The 
starting point lies in reliability of delivery and that suppliers keep their promises. The better 
the supplier knows its customers´ changing demands, the better can production meet demand. 
This requires, however, that suppliers have a realistic view of their own strengths, 
 
Meira Nova is a subsidiary of SOK, 
specialized in daily consumer goods 
within the OOH accession, marketing 
and logistics. Clients consist of the 
OOH market in Finland. Meira Nova´s 
logistic centre and central warehouse are 
situated in Tuusula and a country wide 
network of five sales offices and nine 
regional terminals. The assortment 
includes more than 35.000 products.  
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opportunities, weaknesses and threats. Self-knowledge is a good starting point for a 
determined production development. Knowing the end consumers´ needs increases in general 
the suppliers´ knowledge about the end consumers’ needs in their service production. 
Customer-tailored products enable end consumers´ product and service quality development, 
which in turn enables unique products bringing substantial value – competitive advantage for 
the end consumers and influencing their firm identity positively. Products meeting demand 
may also decrease the customers´ product development work. Practically this means, that a 
supplier can offer its end consumers with further processed products. The better a supplier 
knows its end consumers´ needs and the seasonal changes in demand, the better can the 
product suppliers react to those changing needs. (PTY.)   
 
Table 19. Removed from the public version  
    
    
    
4.4 Competitors on the culinary out-of-home food market in Finland 
 
The out-of-home culinary products are broadly represented on the market in Finland. The 
number of different-sized suppliers is large (up to more than 500 suppliers), offering in total 
even more than 35.000 products. Therefore, it is a challenging task to stay on track about each 
competitor, their offerings, and furthermore, about their intentions and strategic plans. It is, 
however, helpful to be aware of the main competitors and their products. It was not possible 
to access market share figures about competitors because these are strictly protected trade 
secrets. In addition, competition policy in Finland sets a restriction for the accessibility to 
information about competitors (Ministry of Employment and the Economy 2011). All 
information about competitors for this study was primarily accessed through the conducted 
in-depth interviews. Additional information was found on each competitor´s internet page. 
Competitors and products they currently offer in the OOH category are listed in table 20 
below. It must, however, be remembered that there may be additional small suppliers on the 
culinary OOH market in Finland that are not part of the listing. 
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Table 20. Competitors in the studied product categories (Table by the author based on interviews and 
on following sources: Ateriamestarit 2011; Campbell Soup Company 2011; Felix Abba 2011; Heino 2011; 
IsoMitta 2012; Kespro 2011; Knorr 2011; Mauste-Sallinen 2011; Meira 2011; Prima-mausteet 2011; 
Prominent Food 2011; Saarioinen 2012; Santa Maria 2011; Unilever Foodsolutions 2011)  
* = Wholesaler 
Competitor/Product Bouillons Fonds Sauces Mashed potato Spices Soups Desserts Garnishes 
Ateriamestarit   Keiju 
products 
Apetit   Feelia 
products 
  
Campbell Soup 
Company 
(CSC)/IsoMitta 
Broad 
variety 
Swanson 
broths, 
Touch of 
Taste 
Gravies; 
Pace; 
Prego 
  Broad 
variety of 
products 
Broad 
variety 
 
Felix Abba   several 
sauce 
products 
     
Heino*   Aimo      
Kespro*  Menu Menu Menu 
dessert 
sauces 
Menu Menu    
Mauste-Sallinen     Broad 
variety 
of spices 
and 
spice 
mixes 
   
Meira*   Salad 
sauces 
 Meira 
spices 
   
Prima-mausteet Small 
packages 
 Small 
packages 
 Small 
packages 
   
Prominent Food Promix  Promix  Capsi Promix Promix Promix 
Saarioinen  Saarioinen 
fonds 
Saarioinen 
sauces 
  Saarioinen 
soups 
  
Santa Maria     Santa 
Maria 
spices 
   
Unilever 
Foodsolutions 
Knorr Knorr 
Fond du 
Chef 
Knorr  Knorr 
Bag of 
Taste 
Knorr 
Organic 
  
 
A total number of 12 organizations were mentioned by the interviewees. These are, in 
alphabetical order: Ateriamestarit, Campbell Soup Company/IsoMitta (part of CSC since 
2001), Felix Abba, Heino*, Kespro*, Mauste-Sallinen, Meira*, Prima-mausteet, Prominent 
Food, Saarioinen, Santa Maria, and Unilever Foodsolutions. Organizations marked with * are 
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wholesalers, who have launched their own private labels in product categories illustrated in 
table 20.  
 
Ateriamestarit´s competing products include Keiju sauces, Apetit mashed potato and Feelia 
soups. Campbell Soup Company/IsoMitta offers competing products in the categories fonds 
(Swanson broths, Touch of Taste), bouillons, sauces (gravies; brands Pace and Prego), a large 
variety of products in the soup´s category, and desserts. Felix Abba offers several competing 
sauces. Interestingly enough, wholesalers have developed their own competing products, the 
so called private labels. These include, for example, Aimo sauces by Heino* and the Menu 
brand by Kespro*, with products in the categories bouillons, fonds, sauces, mashed potato 
and spices. Mauste-Sallinen, Meira* and Prima-mausteet, on the other hand, compete mainly 
in the spices category. Meira* and Saarioinen have also some salad sauces, and Prima-mausteet 
offers bouillons and sauces but in small package sizes. Prominent Food sells a large variety of 
products under the brand Promix in the following categories: bouillons, sauces, soups, 
desserts, and garnishes. Additionally, Prominent Food sells OOH spices under the brand 
Capsi. Saarioinen offers a broad variety of ready soups in addition to the salad sauce category. 
Another competitor in the spices category is Santa Maria. Finally, Unilever Foodsolutions 
offers competition with the brand Knorr products in the categories bouillons, fonds, sauces, 
flavorings and soups.  
 
4.5 Competitors´ turnover figures 
 
In table 21 competitor turnover figures are listed in millions (€). In addition, the changes in 
per cent to the financial year 2009 are listed. The figures indicate the total turnover of the 
following companies: Ateriamestarit, CSC/Isomitta, Felix Abba, Heino*, Kespro*, Mauste-
Sallinen, Meira*, Prima-mausteet, Prominent Food, Saarioinen, Santa Maria, and Unilever 
Foodsolutions. In other words, the turnovers include all products and sales of these 
organizations on the market in Finland in 2009 and 2010. Therefore, the figures only give an 
indication of what size these organizations represent, but no specific sales figures of each 
product category.  
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Table 21. Competitor turnover figures 2010 in Finland (Felix Abba; Finder Yritystieto; Kauppalehti; 
Meira; Paulig Group; Saarioinen; Yritystele)   
Competitor Turnover 2010 
(million €) 
Change  % to 
2009 turnover 
Competitor Turnover 2010 
(million €) 
Change  % to 
2009 turnover 
Ateriamestarit 20.6 - 24.4  Meira* 70.3 + 4.8 
CSC/Isomitta 3.83 + 1.8 Prima-mausteet 1.44 - 15.7 
Felix Abba 87.4 -  1.1 Prominent Food 0.19 - 10.8 
Heino* 181.83 + 0.4 Saarioinen 326.8 - 3.9 
Kespro* 688.2 + 1.7 Santa Maria 69.1 n.a. 
Mauste-Sallinen 16.18 + 7.1 Unilever 
Foodsolutions 
213.57 - 0.7 
 
As listed in table 21 above, in terms of turnover the largest competitors are Kespro* (688.2 
million €), Saarioinen (326.8 million €), Unilever Foodsolutions (213.57 million €), and Heino* 
(181.83 million €). The smallest, in turn, are Prominent Food (0.19 million €), Prima-mausteet 
(1.44 million €), CSC/Isomitta (3.83 million €), and Mauste-Sallinen (16.18 million €). In 
between, Ateriamestarit had a turnover of 20.6 million €, followed by Santa Maria (69.1 
million €), Meira* (70.3 million €), and Felix Abba with a turnover of 87.4 million €.    
 
 
4.6 Summary of the out-of-home culinary market in Finland 
 
Table 22 illustrates the main aspects discussed in this chapter divided into market 
characteristics, recent developments, future estimations, trade structure and suppliers of 
dehydrated culinary products in Finland. According to these, the market for OOH food 
products in Finland is rather stable. The market form is oligopolistic, with only a few big 
wholesalers distributing OOH food products and a few large suppliers, although also smaller 
suppliers have a share of the market. Pricing is done in regard to other suppliers, but further 
product attributes do play a role in the competition. Population growth in Finland is very 
marginal, and the amount of aged people is increasing in comparison to younger age groups. 
Finland was hit by a still continuing recession in the end of year 2008. GDP and CPI forecasts 
are, despite of this, positive. There are approximately 22.000 kitchens, divided into the 
commercial and institutional sectors, producing some 850 million meals a year. Despite of few 
large suppliers, there is a lot of competition in the different categories of dehydrated culinary 
products.  
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Table 22. Summary of the out-of-home food market in Finland 
Market characteristics Recent 
developments 
Future 
estimations 
Trade structure Suppliers  
Oligopoly Recession since 
the end of year 
2008 
Positive GDP 
forecasts for the 
coming years  
Approximately 
22.000 
commercial 
kitchens, 850 
million meals a 
year  
CSC, 
Unilever, 
Meira, Santa 
Maria,  
Ateriamestarit 
Stable market form Lowering of 
VAT 07/2010 
=> influence on 
food pricing and 
slight increase in 
consumption 
Positive CPI 
development 
together with 
increasing 
inflation 
Commercial and 
institutional 
sector 
Felix Abba, 
Heino 
Kespro, 
Mauste-
Sallinen, 
Prima-
mausteet, 
Prominent 
Food 
Price, quantity,  
differentiation, marketing 
Marginal 
population 
growth 
 Centralized trade 
structure with 
only a few large 
wholesalers  
 
 
In the next chapter, the findings of the study, i.e. primary data, are discussed. The findings are 
based upon the six qualitative in-depth interviews that were conducted in October and 
November 2011. The interview questions can be found in appendices 1 and 2.  
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5 Findings 
 
Primary data was collected through a qualitative research method; i.e. in-depth interviews. 
Although some of the interviewees mentioned that there are probably as many opinions as 
there are representatives, many of the questions were answered in a surprisingly coherent way. 
The interviews were made up of questions related to market knowledge and data, the 
importance of knowledge while conducting business on the OOH food market in Finland and 
questions concerning strategy. Since the interviewees consisted of both wholesale 
representatives as well as purchasers from within the out-of-home food market sector, there 
were two sets of questions in order to serve the purpose as accurately as possible. Because of 
the complexity of the research phenomenon, and while some questions were sensitive in 
regard with trade secrecy, all interviewees were not able to answer all questions, or refused to 
answer some of the questions. In addition, the studied products are generally part of larger 
categories and are usually not calculated individually within the organizations. Only three of 
the interviewees were willing to give any concrete answers to the questions concerning the 
growth estimations of the product categories. As both interviewed purchasers stated, the 
studied product categories are very marginal in their purchases. Purchasing director F from 
company G estimated that all eight product categories make up to a maximum of seven per 
cent of company G´s total purchases, and the percentage could be even smaller. Purchasing 
director F was therefore not able or willing to give more specific answers to these questions. 
In addition, one wholesaler representative said that their organization measures changes both 
in kilograms and in Euros, whereas others said their organization´s measuring is done in 
Euros only. The answers were analyzed according to the question posed and divided into the 
following subchapters.  
 
5.1 Market situation in Finland  
 
In respect to the estimation of the total market in Finland and its development in the past and 
in the coming three years, following indexes were given by the interviewees (table 23):  
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Table 23. Estimation of total market in Finland and its development 2008-2014 (based upon interviews) 
Year Bouillons Fonds Sauces Mashed 
potato 
Spices Soups Desserts Garnishes 
2008 100 100 100 No use 100  
Decline if 
organic 
spices are 
used  
No use/only 
marginal use 
for soup basis 
100 100 
2009 102 102 102    100 100 
2010 104 104 104    100 100 
2011 106 106 106    100 100 
2012 108 108 108    100 100 
2013 110 110 110    100 100 
2014 112 112 112    100 100 
 
When comparing the two answers (tables 23 and 24) given to this question, it is to be noticed 
how different the estimations are. One of the interviewees estimated that bouillons and fonds 
will grow with two per cent per year until 2014, whereas the second was the opinion that the 
demand of bouillons would remain the same and the use of fonds would even decline by two 
per cent. One of the answers indicated that the customer uses no dehydrated mashed potato, 
and the other opinion was that the use of mashed potato would decline by one per cent by the 
year 2014. The use of spices was by one of the interviewees estimated to remain the same or 
decrease if more organic spices are available, whereas the second opinion was that the use of 
spices could grow by one per cent until 2014. Soups are hardly used, said purchasing manager 
J from organization K. The second answer estimated that the soup category would remain the 
same size in the coming years. Desserts are considered to remain the same or even decline by 
one per cent. One of the interviewees estimated that the demand of garnishes will remain 
similar whilst the second interviewee´s opinion was that the use of garnishes will decline by 
one per cent per year until 2014.   
 
Table 24. Estimation of the total market in Finland and its development (based upon interviews)  
Year Bouillons Fonds Sauces Mashed potato Spices Soups Desserts Garnish 
2008 100 104 100 99 100 100 101 103 
2009 100 104 100 99 100 100 101 104 
2010 100 102 101 98 100 100 101 105 
2011 100 102 102 98 101 100 101 105 
2012 100 102 102 98 101 100 100 104 
2013 100 102 102 98 101 100 100 103 
2014 100 102 102 98 101 100 100 103 
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5.2 Market development 
In the estimation of each product category´s per cent shares on the market, quite different 
numbers were given (table 25). One of the interviewees split up the shares within the eight 
product categories only, whereby bouillons (35 %), sauces (20 %), desserts (15 %), spices (10 
%) and garnishes (8 %) were the biggest product categories. Mashed potato and soups (each 5 
%), and fonds (2 %) were estimated to be the smallest product groups.   
The second estimation was: Bouillons 9 %, fonds 8 %, sauces 12 %, mashed potato 15 %, 
spices 5 %, soups 15 %, desserts 18 % and garnish 18 %. The third interviewee estimated each 
product´s shares of the total amount of products, resulting in totally different numbers: 
bouillons two per cent, fonds one per cent, sauces three per cent, mashed potato 0 %, spices 
0,5 %, soups 0,1 per cent, desserts 0,2 per cent and garnishes 0,1 per cent. This indicates that 
all eight product categories together account for 6,9 per cent of the customer´s total 
purchases.  
 
Table 25. Each product category´s % shares on the market (based upon interviews) 
Product/ 
Share % 
Bouillons Fonds Sauces Mashed potato Spices Soups Desserts Garnish Total % 
Interviewee A 35 2 20 5 10 5 15 8 100 
Interviewee B 9 8 12 15 5 15 18 18 100 
Interviewee C 2 1 3 0 0,5 0,1 0,2 0,1 100 
 
Only purchasing manager J and branch manager B were willing to estimate the shares of the 
commercial and public sector´s shares of all purchases (table 26). Again, the estimations given 
were quite different, although in all except for the product category fonds, the public sector 
was estimated to be the major purchaser of dehydrated culinary products. Purchasing manager 
J´s estimation was that the institutional sector purchases 70 per cent of bouillons, 30 per cent 
of fonds, 60 per cent of sauces, 70 per cent of mashed potato, 60 per cent of spices, 70 per 
cent of soups, 60 per cent of desserts and 65 per cent of garnishes. Branch Manager B´s 
estimations for the consumption within the institutional sector were 50 per cent for bouillons, 
60 per cent for fonds, 70 per cent for sauces, 70 per cent for mashed potato, 50 per cent for 
spices, 50 per cent for soups, 30 per cent for desserts, and 60 per cent for garnish.  
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Table 26. Commercial channel´s and public sector´s shares (based upon interviews) 
Product Bouillons Fonds Sauces Mashed 
potato 
Spices Soups Desserts Garnish 
Commercial share  
% 
30 70 40 30 40 30 40 35 
Public share % 70 30 60 70 60 70 60 65 
Total % 100 100 100 100 100 100 100 100 
Product Bouillons Fonds Sauces Mashed 
potato 
Spices Soups Desserts Garnish 
Commercial share % 50 40 30 30 50 50 70 40 
Public share % 50 60 70 70 50 50 30 60 
Total % 100 100 100 100 100 100 100 100 
 
 
5.3 Characteristics of the out-of-home culinary market 
 
All interviewees shared the opinion of the difficulty to describe the characteristics of the 
OOH culinary market in Finland since no common statistical data is available and each firm 
only knows its own sales figures, and that suppliers have more accurate information about the 
total sales figures. Further on, organization´s do not have knowledge about competitors´ sales 
figures, and shares may differ a lot from firm to firm depending upon the type of closed 
customer contracts. Interviewees emphasized being able only to give estimate answers to this 
question but not being able to give any factual answers. A common opinion was that the 
OOH culinary market is steadily growing, although no one was willing or able to give any 
exact growth numbers. Sales were said to be increasing since customers grow and increase 
their sales. According to Product Group Manager H from organization I, the OOH culinary 
market has developed and changed enormously in the past 20 years. The market situation of 
the dehydrated culinary products is regarded to be quite stable. Purchasing director F from 
company G said that it seems that suppliers have satisfied themselves with certain market 
shares and do not give much effort in order to grow their shares, which is the case especially 
for large, international companies. “It is quite calm on the market and as a customer you need 
to shake the suppliers up”, says purchasing director F. Finland is by the interviewees regarded 
as a static, rather unchanging market in terms of volume in dehydrated culinary products. 
Domestic challengers are regarded to put more effort than larger suppliers in increasing their 
market share.   
 
Further opinions of the market were that there have been mostly developments. The bouillon 
market is regarded to remain quite stable, except for the fact that the consistence of products 
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has changed; sodium glutamate has been removed from many of the products and the amount 
of salt has been reduced. Fonds are quite new products on the market which is why they grow 
as a category. Fonds are, however, not much purchased by the public sector due to their price 
and exclusivity. In the product category sauces, powder sauces are increasingly being replaced 
by ready sauces which can be reflected in the prices. Institutional kitchens use powder sauces 
instead of tetra packages. The amount of ready sauces increases and the amount of powder 
sauces remain the same. Cook & chill-sauces increase. Mashed potato is seen as a declining 
category since there are so many other garnishes available (e.g. barley, oat, couscous), prices 
have declined, and mashed potato is not trendy. Despite of the lightness of spices, their use 
increases since the amount of salt and sodium glutamate has been reduced or even completely 
removed. The availability of spice mixes has also grown on the market. The product category 
soup is seen to remain stable; at least it is not growing. Desserts are becoming different. In the 
public sector powder desserts are used, and if not enough money is available, the use of 
desserts decreases. The commercial sector prefers frozen desserts and other types of products 
instead of powders. People want, in general, to eat better and have a dessert, of course 
depending on the end consumer segment. The category garnishes is growing with new kinds 
of garnishes available because of changing production methods. Earlier only potato flour and 
barley flour were used but now there are more options, and garnishes suitable to special diets 
are now increasingly available which increase growth of this product category. Kitchens are 
changing and new products are available, with an expectation of being suitable to customers´ 
recipes. Purchasing Manager J is convinced that organic food consumption will grow and the 
market will be totally different in ten years from now in regard to organic and fair trade 
consumption.    
 
The dehydrated culinary products were regarded as small but important categories by the 
interviewees. According to purchasers, dehydrated culinary products account only for a 
marginal part of their total annual purchases. The wholesaler representatives stated that the 
dehydrated culinary products are part of larger categories in their supplement, and are only 
very marginal of all products being sold. Branch Manager B´s opinion was that dehydrated 
culinary products are mostly imported. “There are several suppliers in each product category 
and competition is harsh. In addition, there are a lot of private label products in the categories. 
These types of products are meal components for mainly public sector´s kitchens and are 
developed together with the industry”, states Branch Manager B. All interviewees said that 
dehydrated culinary products are part of larger categories and finding the information needed 
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would have required a lot of investigation and calculation, which is why the estimation of their 
exact share is very difficult.    
 
5.4 Preferred product qualities  
 
Customers and consumers prefer additive-free food solutions. Food must be tasteful; 
products must be suitable for customers´ recipes, and easy to use. In Vantaa city all soups are 
self-prepared, and ready solutions are used only in emergency situations e.g. when there is a 
shortage of personnel. Spices are selected only after careful testing. Price is not the decisive 
factor according to Purchasing Manager J from organization K, since the spice product 
category accounts for only a small proportion of the city´s total purchases. Despite of the 
small percentage of total purchases the dehydrated culinary products are important food 
components, since they can either ameliorate or destroy the final meal. Organization K is 
aware about prices and these are taken into consideration, but according to Purchasing 
Manager J price is not the primary deciding factor in their purchases. All interviewees 
emphasized the importance of package sizes and their usability in the kitchen. E.g. public 
service kitchens cannot use 200 g packages. Packages must be fast and easy to use and to 
store, easy to recycle, easy to lift, and different sizes must be available according to the 
customers´ needs. Packaging materials, their ecology, environmental safety, shelf life and 
cleanliness are important. Price has of course significance, but first when all other relevant 
attributes are fulfilled. Interestingly enough, wholesalers shared the opinion that price has a 
huge significance especially in the public sector and simultaneously the purchasers claimed 
that price is not the decisive factor in their purchases, at least not in the dehydrated culinary 
product groups. According to Purchasing Manager J, food additives are neither desired nor 
needed, and products including additives should be banned. There are other ways of storing 
food, e.g. freezing, and in desserts berries give products enough of the desired color. Branch 
Manager B´s opinion is that e.g. low lactose and special diets have to be taken into 
consideration. Furthermore, the public sector has to follow certain rules before making any 
purchasing decisions. The situation is similar in the commercial sector, with the exception of 
the fact that the state has not the same amount of influence upon purchasing decisions. In the 
commercial sector, end consumers´ preferences are the steering factor.    
 
According to purchasing director F from organization G products must be safe and traceable. 
It is essential to be able to tell end consumers the exact consistence of food. After safety 
which is of outmost importance because of existing food poisoning risks, come healthiness, 
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delivery reliability and price. Well-known suppliers´ products are usually well tested and 
include sufficient product information. It is important to have sodium glutamate free 
bouillons and other products, however, without affecting food taste. Domestic production is 
regarded an advantage, but does not always assure safety or delivery reliability. End 
consumers, however, appreciate domestic products, and close production is a trend. Price is 
an important factor first after fulfillment of all other requirements. Production processes, the 
expenses of which are taken into consideration, are also important. Some products´ end price 
may be a little bit higher but when at the same time money can be saved through less wastage 
or in less staff expenses because of increased efficiency and usability, these products are in the 
end less costly. Price alone does not tell the whole truth about a product. Comparison and 
competition is in company G done on a European level, and in certain product categories the 
emphasis is not put on Finnish producers and suppliers. Products must, however, suit to local 
needs and each country decide themselves which products to use. Customers and consumers 
in Finland require products free from sodium glutamate and with low salt levels. Further on, 
products must be as clean as possible since end consumers want additive free products. 
Ethicality is also important, and suppliers have to sign a code of conduct and are being audited 
on a regular basis.  
 
Product Group Manager H from organization I states that customers like openness. Product 
assortment is defined according to the customers, who compare different products and 
choose the products suiting their requirements best. Suppliers close their agreements directly 
with customers, and organization I is responsible for distributing the products. Suppliers are 
expected to have a service degree of minimum 98 %. Frozen food products are increasing, as 
well as almost ready mashed potato which is prepared by adding liquid. Garnishes make only a 
minimal part of all products. Mashed potato, soups and sauces offer many different options 
for different customers and different needs. In the public sector for example, price is 
important. Fonds are service products and very rare. The needs come from the end 
consumers who expect tasteful, good, healthy, organic, and close production food. Sodium 
glutamate has been removed from almost all bouillons by suppliers according to consumers´ 
wishes. New on the market since 2011 are organic spices. Despite of wanting organic food, 
customers are not willing to pay much higher prices for it. In the public sector the budget 
plays a significant role. “We act exactly as our customers want us to”, says Product Group 
Manager H. In addition, packaging has an influence. Products need to fulfill customer 
requirements and have a good price-quality-relation. In the OOH culinary sector brand is not 
important and customers are not willing to pay extra for a certain brand. The product must be 
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good and a solid liaison with customers is important, as well as knowing the customers and 
find them suitable solutions, things that are being valued by customers. It is old fashioned to 
try to sell a product to a customer. Instead, customers select the products they want and the 
starting point is the customer´s need. Nor do customers value penetration prices, but rather 
consistent pricing without any big changes. Marketing is not so important, but a supplier has 
to approach the decision-makers directly and sell them the products by listening to their 
needs. This is how products get market share.  
 
Product Group Manager L from organization M stated that end consumers want tasteful food. 
Pricing must fit and consumers do not always choose the cheapest products, but rather 
according to the occasion which sometimes can be take away and sometimes higher quality 
out-of-home culinary consumption. For suppliers, on the other hand, product quality must be 
taken seriously. Products must also be suitable for production processes, warm storage, and 
fulfill environmental expectations such as recyclable materials. In the public sector the quality 
of fats is important and as little food additives as possible should be used even if these cannot 
be removed totally. Products must be easy to use, have a stable quality without deviation, there 
must be a multiple usability of products, lastingness, wastage reduction, and ethical values are 
important. End consumers´ needs come first, and product safety is essential. For wholesalers 
it is important to have products suiting customers´ expectations. “With 35.000 products in the 
assortment there is no need to have non-sellable products so naturally customers´ demands 
come first and products must please customers´ needs”, says Product Group Manager L. For 
a wholesaler the product must be logistically suitable size- and sales wise, and production and 
other legal information must be at hand. Products must also be easily traceable, which 
becomes harder the more complex the supply chain is.    
 
5.5 Development and trends of the out-of-home food market 
 
According to Purchasing Manager J, the OOH culinary market is growing, at least in Vantaa. 
Population grows and the amount of children and elderly, the biggest end consumer segments 
within the public OOH food market, is increasing. In Vantaa, the use of organic ingredients is 
increased first in nursery schools. The target of the city is to be able to provide organic food 
to at least 50 % by year 2015. In addition, the use of Fair Trade products will be increased. 
Work towards the elimination of food additives has been done for years in co-operation with 
the industry whereby the amount of food additives has been reduced or eliminated 
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completely. E.g. products containing sodium glutamate are not served to children or youth 
anymore. Gene-manipulated food is totally forbidden and is not delivered at all, to which 
commitment has been required from all suppliers. The amount of salt as an ingredient has also 
been reduced as a result of discussions with industry representatives. Domestic raw materials 
are preferred whenever it is possible.  
 
Branch Manager B from organization C sees the market growing and becoming more 
heterogenic. Retail stores and the OOH culinary sector are getting closer to each other in 
many ways. The OOH culinary market grows, and brings innovatively new products into the 
retail sector. The amount of components in food products are increasing. Responsibility, 
traceability, close production is highlighted but on the other hand the money available in the 
public sector is not increasing. In the coming couple of years the private sector´s demand will 
decline, but in whole the growth estimation Branch Manager B gives lies at two to three per 
cent. According to Branch Manager B the OOH culinary sector is very innovative whereby 
industry and customers co-operate extensively e.g. through recipe development. Fine dining is 
not growing in comparison to staff restaurants´ or communal kitchens´ food consumption.  
 
Purchasing director F sees development in an increased amount of clean and healthy food. 
The OOH culinary sector is vital and will continue its growth. People eat a lot out of home, 
and spend a lot of time on food. Restaurant behavior has changed which can be seen in OOH 
culinary products. The OOH food market in Finland will certainly grow, but as purchasing 
director F states the industry needs better industrial food production. Close production is a 
trend. OOH food market is growing, slowly, but it is difficult to give any exact growth 
estimations. “There are no public statistics so how well can the little amount of data available 
be trusted”, reflects purchasing director F.  
 
Product Group Manager H sees the general economy influencing the development of the 
OOH culinary market. In the near future some polytechnics in Finland will be shut down or 
united which will affect the amount of educational kitchens. However, during the previous 
recession education was well supported so those kitchens had success. According to the whole 
market data the general situation still looks good, but the influences of the recession are not 
always visible straight away so it remains to see what will happen. If consumers start eating 
their own meals instead of using staff restaurants, and if people no longer can afford eating 
out, it will have a direct impact on both the wholesalers´ sales as well as on the staff 
restaurants´ sales. Customers also look for cheaper products during recession. “Prices have 
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increased quite a lot recently and will increase also in 2012 so prospects are quite somber”, 
reflects Product Group Manager H. In 2012 the excise tax will increase, and the crop forecasts 
for many products are poor which will influence the whole segment.  
 
Product Group Manager L thinks there will be small growth on the OOH culinary market, 
and despite of the recession people need to eat although eating out may decrease. However, 
people want to eat out and get pleasures from nutrition. In addition, many people do not 
know how to cook anymore, or they are just too lazy so eating out will remain popular. Of 
course, sales in a staff restaurant decrease e.g. if a factory or a company dismisses staff. Trends 
are reduction of the carbon dioxide footprint, organic food (especially in the public sector), 
and close production is a current topic at least on a discussion level. The development of 
organic production and sales of these products is about to start showing, but not all raw 
materials can be bought organic. “And how is close food defined? Sometimes it is enough 
when the food is imported from Sweden and it is still defined as close production”, states 
Product Group Manager L. Tasty food is very important and may be the only pleasure for 
many people, especially the aged ones. “What kind of influence does the increasing ageing of 
population have? Food has to be tasteful and spicy enough when senses are no longer good 
enough. Developing products suitable for aged people could be one market niche. Special 
diets and trendy diets such as carbon hydrate free meals may give market share to some 
restaurants since they want to differentiate from their competitors. Then there is growth in 
e.g. the North African diet and other ethnic diets since the population in Finland becomes 
more international which is also seen in the diets. OOH food consumption increases and 
especially take away grows. Perhaps people are too busy for sitting down and rather take their 
food away, and there is a lot more take away to choose in between”, contemplates Product 
Group Manager L.  
 
5.6 Knowledge situation on the out-of-home culinary market 
 
According to Purchasing Manager J there is a requirement for all suppliers to provide 
organization K with exact product and nutrient content information. The city has introduced a 
new food product steering system where all information can be processed and obtained in 
future. The electronic product information system ameliorates the handling of data, and 
enables direct communication with suppliers through the system. Organization K is supplied 
with information about new products three months prior to product launches and the city has 
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educated its suppliers to provide enough information which mostly works perfectly well, but 
sometimes there are problems, e.g. if a supplier changes.  
 
Branch Manager B from organization C emphasizes that there is very little market data 
available. Taloustutkimus is measuring the institutional OOH culinary market with the help of 
an OOH register. Analyse2, which is a company providing its customers solutions for 
harnessing market trends and customer insight, together with organization C are measuring 
the OOH Food Service market in some product categories (e.g. bouillons and sauces). The 
situation could be ameliorated through tighter co-operation with wholesalers, and it is 
important to capture the customer interface. If the actual size, the development and 
development direction of the actual market are unknown, business development cannot be of 
sufficient quality. A few years ago Nielsen conducted market analysis in the OOH culinary 
sector in Finland, but they lost 40 % of the market after Kesko/Kespro denounced to submit 
any further statistical data for a common purpose. Information exchange in the distributorship 
is very sensitive and limited due to competitive requirements. The information is not allowed 
to be too precise and competitors may not have too detailed information about each other; 
only segment wise if at all. Wholesalers sell some data to companies at a high price. Society´s 
decision makers do not have enough knowledge about the OOH culinary market. If they had, 
the sector could be better developed. If knowledge and data was free of charge, companies 
would be more willing to give data and to co-operate.  
 
Product Group Manager D points out the importance of knowledge and information about 
the market and the fact that organization E has a constant surveillance program through 
which e.g. changes in oil prices and information concerning the harvest of some raw material 
are controlled. In 2011, there was a lot of discussion about the increased and high sugar prices, 
which is an important raw material in so many products and which may affect end prices.  
 
Purchasing director F from company G emphasizes the importance of the internet as a good 
source of knowledge and information, and company G uses several channels for constant 
information flow. In Company G, which operates globally, intra-firm networking and 
information exchange are important. However, purchasing director F thinks that information 
flow from suppliers could be even better in terms of product labels including production 
country and origins of products. Sometimes large firms may transfer production plants quickly 
which may have an impact on the information flow, and labels may not always be updated fast 
enough so that the customers and end consumers receive the correct product information. 
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These changes could have an impact on the nutritional value and the consistency of some 
products and include health risks. Information flow from suppliers to customers could be 
improved through more efficiency and transparency.  
 
Product Group Manager H from organization I states that raw material data banks on the 
Internet are followed regularly and information is obtained from suppliers, so in a way there is 
sufficient information but often there is lack of time to analyze and to refine the information. 
Receiving the same information from more than one supplier makes it more reliable and 
trustworthy. Price changes should be better argued by suppliers, i.e. they should give exact 
reasons to price increases of products, and suppliers should provide wholesalers with analyzed 
market data. The flow of information varies a lot from supplier to supplier whereby some of 
them are poor communicators and others are very active. It would be very much appreciated 
if suppliers could provide wholesalers with forecasts about coming price changes, e.g. for a 
year in advance. This would facilitate the wholesalers´ and the customers´ calculations for 
correct pricing of products and end meals and improve general operational efficiency and 
planning. Knowledge and information about the total market is very important, but now there 
is not enough information supply according to Product Group Manager H.   
 
Product Group Manager L says that information flow from suppliers is quite good. 
Organization M co-operates with organization E so the needed product information is given 
directly to organization E from suppliers. Suppliers must share knowledge and information 
with many different parties, and customers do not have time to surf on the Internet and 
search for the correct information, so suppliers are requested to offer products suitable to the 
customers´ recipes. There are, for example, many kinds of black peppers, which is an 
important product for customers. It is a demand for suppliers to be able to co-operate very 
closely with customers. “Organization M has several hundred suppliers so we cannot decide 
for the customer what they have to order, only help them out on the way. However, products 
must be sold directly from the supplier to the customer, a fact that may be very difficult 
especially for small suppliers”, reflects Product Group Manager L.  
 
On the OOH culinary market there is no total market information available. Earlier, Nielsen 
collected and analyzed data in the retail sector, but nothing similar has ever existed in the 
OOH culinary sector. Customers depend a lot upon suppliers, and active suppliers certainly 
have a lot of foothold. Suppliers also have to update product information in the electronic 
food service system (Sinfos). Since no customers have time to dig information from Sinfos, it 
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is easier for them to ask the wholesaler or supplier directly, e.g. if they are looking for gluten 
free noodles. The few OOH culinary wholesalers on the market compete with each other. 
Information is delivered to PTY in certain product categories, but not product wise. E.g. 
industrial products all belong to the same information delivery group. So information is 
delivered to PTY, and PTY supplies wholesalers with information about the firm´s own 
situation, and the complete market information. It is, however, not possible to see how much 
a single product group grows. Sharing information about the market so that each wholesaler 
would know the market shares of the competitors is currently not possible. Suppliers, on the 
other hand, are able to see the development of each of their own product groups. Therefore, 
general information is not sufficiently available.  
 
New suppliers have to start from zero and commercializing products despite of brilliant ideas 
is challenging. Sometimes even large suppliers fail to commercialize products because of lack 
in demand. When demand rises, the product has already been drawn off the market. At that 
point customers start to wonder where the product is since some of them may have bought it 
for their menus, and it is suddenly no longer available. The launch process is very slow, and 
e.g. schools plan their menus long ahead. It requires time to see how well a launched product 
will sell. In the retail market the appearance of a package is significant but not in the OOH 
culinary sector. It is sufficient to have the right product safely in the right package size. The 
existence and availability of market data would be important also in terms of sales. Currently 
too much information is intuition-based and may easily end up in unreliable statistics. An 
OOH culinary market databank would be welcomed. The customer always comes first and it 
is important to supply customers with suitable products whenever needed.  
 
5.7 Main suppliers and competition amongst the products 
 
According to Purchasing Manager J the Finnish market is small and there are not many 
suppliers of additive free products which welcomes additional competition. Branch Manager B 
states that these product categories consist of mainly imported products and the categories 
include many suppliers and are thus quite competitive. Other opinions of the interviewees 
were that competition is intense in these categories, but additional competition is very 
welcome to the OOH culinary market in Finland. Product Group Manager H from 
organization I says that the degree of competition depends on the product category. Most 
competed categories are bouillons, followed by sauces, spices, soups, and desserts, with the 
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least competition in the product category fonds. In the spice category contracts are longer, up 
to two years. Bouillon contracts can be renewed all eight months but at least once a year, 
reflects Product Group Manager H.    
5.8 Customers´ expectations towards suppliers  
 
In relation to the strengths and weaknesses of product suppliers, Purchasing Manager J 
mentioned good product development and meeting the customer´s requirements and needs. 
Product Group Manager D from organization E emphasized the importance of brand recall, 
how well marketing is taken care of e.g. in trade magazines, the amount of advertisements, the 
presence on trade fairs, and of course price. Reliable delivery is also a strength, and general 
presence on the market with customers. E.g. Unilever and Campbell Soup Company educate 
their customers and present their products carefully in test kitchens, invite cooks to test 
kitchens to try out the products. Large suppliers usually have good relationship management 
systems through active customer stewardess and fluent communication. Products are 
developed on a continuous basis together with customers, feedback is taken seriously and 
products are developed based upon this.   
 
Purchasing director F from company G lists strong product development and active offerings 
as strengths. International companies, however, do not always know how to take advantage of 
their size and experience. Suppliers should emphasize more on customer relationship 
management and product development together with customers. The fierce life rhythm could 
be a reason for not having time or enough interest in digging deeper into matters and 
customers´ needs, but of course networking and co-operation require time and effort. These 
efforts pay off with time and are expected by customers. A certain brand does not give 
additional value in the OOH culinary sector, because company G´s customers are not 
interested in the brands from which company G´s meals are produced since the meals are sold 
under company G´s brand through which value is created for its customers. Firm G wants to 
offer consumers safe, tasty, high-quality food to a reasonable price, but the company is not 
willing to pay extra for a certain brand, but rather for product development, product suitability 
to company G´s production process and co-operation with company G. It is important for 
suppliers to understand B2B marketing in the OOH culinary sector.  
 
Product Group Manager H from organization I says that a supplier has to know the customer, 
the customer´s needs and the right price level. Suppliers do often tailor products to meet 
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customer demands. Volumes need to be lucrative. It is important to be active towards the 
customer´s needs. The flow of market information is important, as well as its thorough 
analysis, which should be conducted by suppliers. A supplier who does not fulfill these criteria 
has a lot of weaknesses. Focusing on a certain customer segment may be either a strength or a 
weakness. Flexibility is also strength, as well as fast reactions to the market´s needs.  
 
Product Group Manager L from organization M states that competition is harsh. Many of the 
products are really price-competitive especially in the public sector. In garnishes and mashed 
potato price is a really decisive factor. The purchasers in the public sector must choose the 
least expensive product and different options are calculated very carefully. In the end, the 
cheapest alternative is chosen, even if the difference in the end price would be only 50 Euros. 
It is a very harsh competition which is caused partially by the purchasing law in Finland. Big 
suppliers knowledgeable about how the game works are well prepared for this, and it is also a 
question of money for suppliers to be able to push down the prices in order to win the price 
competition. Prices are sometimes shockingly low. In the commercial sector the situation is 
different. In the public sector volume and pricing are defining in all product categories, and 
the competition can be lost even with very small amount of money. “It must be very difficult 
for the purchasers in the public sector”, says Product Group Manager L. Most contracts are 
from one to three years long, so suppliers make offers very sincerely in order to get the 
contract.  
 
“The strengths of Unilever and Campbell Soup Company (CSC) are the strong product 
development, close co-operation with customers both in creating suitable recipes and on the 
operational level. These companies even help customers with the planning of new kitchens, 
especially in the public sector where Unilever and CSC are very strong suppliers”, continues 
Product Group Manager L. “Everything starts with the customers recipe planning. Profood 
and Ateriamestarit are domestic which is a strength in addition to the companies´ mastering of 
potato dishes. Ateriamestarit has also a long history of co-operation with the public sector. 
The innovative Santa Maria excels in recipe co-operation with customers. Some years ago they 
brought the Tex Mex concept into schools emphasized through the fact that children would 
eat vegetables/salad simultaneously, since it is a part of the Tex Mex meal. Bulk spice 
suppliers have products in all possible sizes but have a lack of co-operation with customers. 
Unilever has good garnishes which have been developed to suit the customers´ recipes. There 
are not many weaknesses I can think of. Unilever, CSC, Santa Maria and Ateriamestarit co-
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operate a lot with customers. Prices could always be lower, but the line must be drawn 
somewhere”, contemplates Product Group Manager L.  
 
5.9 Supply chain 
 
The structure of the supply chain on the OOH culinary market in Finland is divided into four 
major wholesalers (Meira Nova, Kespro, Heino, and Wihuri Aarnio). The wholesalers may, 
according to the interviewees, co-operate with logistic firms and provide products from more 
than 500 suppliers. In addition, suppliers may sell directly to customers to some extent. 
According to the interviewees, suppliers usually close contracts and sell their products directly 
to their customers, but products are then supplied either through a logistic center or through 
one of the wholesalers. Customers can consult wholesalers for products, but usually 
wholesalers can only recommend products with certain attributes and do not decide for their 
customers. Most of the OOH culinary trade in Finland runs through the wholesalers, who co-
ordinate up to even 35.000 different products or more. Customers decide route to market and 
which wholesalers/suppliers to buy from, and usually impulses come from customers, when 
looking for a specific, suitable product. OOH culinary products are very price-sensitive, 
especially in the public sector. At organization I, 95 per cent of the customers order straight 
through the Internet.  
 
5.10 Advice for product suppliers  
 
Purchasing Manager J from organization K says that sometimes large, international companies 
do not listen to the customers’ needs. “Some international companies got aware of product 
healthiness very late, where as we woke up years ago already. For suppliers good product 
development is essential, and meeting customers´ demands. As a tip; there are not many ready 
fish food sauces on the OOH culinary market in Finland. This is why we have prepared these 
ourselves in our kitchens. If a supplier can supply us with good fish sauces, those are warmly 
welcomed! Suppliers should listen to us more carefully, even when we have not yet decided 
whether we will buy a certain product or not”.  
   
Branch Manager B´s advice for suppliers is to take care of marketing, product development, 
and education. She states that differentiation, knowing the firm´s own products and the 
customers/end consumers is essential. “Know your customer, search for the key accounts and 
try to think about what kind of market the product is suited for and gives additional value to”.  
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Product Group Manager D´s advice is to be present at OOH culinary fairs, and magazines 
through advertisements. “It is difficult for a new product to get share on the market. 
Marketing and pricing, in addition to all other attributes, has to be correct. The market does 
not want too refined products. The market wants e.g. sodium glutamate free products and 
healthier food. There is now e.g. one spice supplier who is removing sodium glutamate from 
all spices, products that are increasingly in demand. Salt is reduced and healthiness is one of 
the key factors in food. Media and health education of course have an influence on the market 
and products are developed to become healthier. Product labeling must always be correct; i.e. 
the supplier must label all raw materials and inform the customer clearly about possible 
additives. This is a legal requirement and helps ensuring that e.g. possible allergens can be 
avoided by the purchaser. Close production is more popular than refined food. Nursery 
schools prefer close production to imported food, food needs to be clean, and it must have 
ability for quick preparation (how fast the ingredient is concentrated, how the ingredient 
behaves in food production, what the amount of salt is, and how well usable the package is). A 
lot is compared with what one personally expects from a food ingredient. Important is how 
the product behaves in general, how easy it is to use, how well recyclable it is and how it has 
been packaged. Of course also shelf life has an influence. Brand and tested products, 
professional kitchens where products are developed constantly. A presence on the market 
through product representatives is also very important, and being visible on the market in 
general through customer visits and active and consistent work. Product differentiation and 
organic food are trends. Staff and customer education as well as active customer relationship 
management are extremely important. If the supplier has a whole series of products suitable 
for the customer, these can easily all be sold to the customer instead of selling only one 
product”.   
Purchasing director F: “Contact us and take our offer requirements seriously. It is not enough 
for us to hear that products are available for purchase through wholesalers. We want to 
negotiate our agreements ourselves. This way we can make sure to have the products we want 
and need. Delivery reliability is extremely important; suppliers must keep their promises. We 
also keep track of our suppliers and their reliability. Poor reliability influences customers´ 
decisions quickly. If suppliers know their customers and take care of all responsibilities, 
market share will increase automatically. At least suppliers have done everything they can 
possibly do. Operations need to be customer oriented, suppliers must be interested in their 
customers and in the whole process, and participate in the operations. It is important to take 
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customers seriously and to stay on track all the time about customers´ needs. Certain activity is 
required from suppliers”.   
 
Product Group Manager L: ”Suppliers must know their customers well. Knowing the 
customers´ activities and processes is the starting point. The firms with a good share of the 
market have good R&D capabilities and a broad product selection, and are capable of selling 
several products to customers instead of just one specific product. Customers co-operate very 
intensely with their suppliers, and good suppliers are able to provide new ways of operations 
and to explain how customers can save money through more efficient processes. Currently it 
is difficult to find good kitchen personnel as old staff is retiring, so the ability of providing 
ready solutions and a fix co-operation are very important factors. Suppliers aiming to keep and 
to grow their market share participate in kitchens´ planning processes with an open wallet, 
package sizes and sales amounts have been planned thoroughly to meet the customers´ needs, 
and products are of high quality, safe and of nutritionally good value. Especially in the public 
sector sodium glutamate has been removed from products, the amount of salt in products has 
been reduced, and raw materials are better than earlier.  
 
“Large firms are early aware of new trends, know recipes well and have a reliable delivery 
system. In order to be able to penetrate into the OOH culinary market in Finland it is in 
addition essential to know the market and the supply chain system as well as the trade in the 
public sector, and the laws. Labeling has to be correct, and the supplier must know all legal 
aspects. Direct deliveries are not always the best option to increase market share since it takes 
time to build solid customer relationships before the return is good enough. Challenges in 
increasing market share include the already mentioned facts, and in addition it is clear that an 
already well known supplier is preferred. It is very important to co-operate closely with 
customers and to put an effort in getting to know each customer´s needs. Customers have an 
interest in new offerings and new products, but only few suppliers have representatives left on 
the market which is a pity. It is not enough to have a nice product, but the supplier needs to 
understand and to be able to communicate the industrial jargon with customers. Probably it is 
easier for a large, well known company, but it still requires a lot of work to increase market 
share. Price is of course very important. Between two similar products customers usually 
choose the cheaper one”, continues Product Group Manager L.  
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5.11 Desired changes on the out-of-home culinary market  
 
Purchasing Manager J hopes that organic production in Finland and the amount of organic 
products on the market will increase. At the same time organic products´ prices should remain 
competitive. She also hopes that the purchasing law in Finland would give an opportunity to 
prioritize domestic raw materials in competitive situations, something that currently is not 
possible. “Food should also be appreciated more on the market in Finland. Food is not valued 
enough and a lot of food is thrown away. We try to calculate as accurately as possible but it is 
difficult to know exactly how much is needed”. 
 
According to Branch Manager B, Finland´s decision makers in the Ministry of Employment 
and the Economy should have a better knowledge of the OOH culinary market in Finland. 
Currently organic and close production food is developed based on too unspecific knowledge. 
“Exact market knowledge and information are needed for the industry´s development. A 
common databank should be available so that the industry could be better calculated and 
developed”, says Branch Manager B.   
  
Product Group Manager D thinks that school food should be healthier and more tasteful and 
the use of too refined products with lots of additives should be avoided. “Schools should be 
able to provide simple, fast, healthy food easy to prepare. School kitchens use a lot of 
concentrates and refined products, and this should be changed. Sometimes I am not quite sure 
if the food safety controls by Evira are strict enough. Many people also have food allergies, 
and products suitable for allergic consumers are in demand, e.g. without celery. Lactose and 
gluten free products have been available on the market for a long time already”.  
 
Purchasing director F hopes that the market would become more customer focused and that 
there would be willingness for a higher quality customer service. “Co-operation is extremely 
important. We aim at long-term co-operation with suppliers. Our products can be developed 
when suppliers develop their products”. 
  
Product Group Manager H from organization I says that there is a lot of bureaucracy in the 
offerings and comparisons and other non-professional activity in the public sector. Often 
purchasers in the public sector do not even know where to ask for product offers, nor what 
they are about to buy. Price seems to be the primary objective for public sector´s purchases. 
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“Some suppliers get market share in the public sector through harsh price competition, but I 
hope for more professionalism within the public sector”. 
 
Product Group Manager L hopes that price would not be the most dominant decisive factor 
in customers´ purchases. Quality should have a stronger emphasis. Restaurants should give 
more detailed information to the origins of their raw materials. Many restaurants import 
products themselves and many products are not even labeled in Finnish. “Safety should always 
be prioritized, although I think most companies offer safe products. It would be nice to have a 
broad variety of restaurants and not chain restaurants which all offer exactly the same food. 
Of course it is mostly tasteful, but sometimes people get bored because everything is too 
standardized. Many customers do rather support a smaller entrepreneur instead of eating in a 
chain restaurant. It would be nice to have more entrepreneurs and a broader selection of 
restaurants to choose between. I also think that in these days too much time is spent only on 
price discussions in negotiations with customers which is a pity”.  
 
5.12 Conclusions  
 
Describing the characteristics of the OOH food market in Finland is difficult in terms of 
numbers since no commonly usable and unified statistical databank exists. Each firm knows 
its own sales figures, market share and perhaps the total market, but information about 
competitors´ sales or exact market shares in the different product categories is currently 
impossible to obtain. Interviewees thought that the out-of-home culinary market has changed 
a lot in the past 20 years, whereby the market continues to develop together with the growth 
of the out-of-home food consumption. 
  
5.12.1 Dehydrated culinary products on the market 
 
In respect to the dehydrated culinary products, the bouillon market is regarded to remain 
stable, although the consistence of products has changed e.g. through removal of sodium 
glutamate and reduction of salt. Fonds are quite new on the market and hardly used by the 
public sector because of their price and exclusivity. Sauces are provided increasingly as ready 
solutions instead of the use of powders. Mashed potato is regarded as a declining, non-trendy 
product not only due to the fact that it is seen as an inexpensive meal ingredient and preferred 
to be prepared in the firms instead of buying almost ready, industrial products, but also 
because there nowadays are other side dish alternatives to choose amongst. The use of spices 
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is increasing since the amount of salt and sodium glutamate has been reduced or completely 
removed. In addition, there are more spice mixes available, although some customers prefer 
not to use mixes due to the many food allergies and the possibility of allergens in the 
products. Soups are stable, and a non-growing product category. Finland is not regarded to be 
a dessert country, but when sold, desserts are most commonly produced from powder in the 
public sector and frozen desserts in the commercial sector. Garnishes are a growing category 
and there are new kinds of products available, such as garnishes suited for special diets.     
 
5.12.2 Market trends and preferred product qualities 
 
Organic food and close production are trends, and the opinion is that the market will be 
totally different in ten years from now in regard to organic and close production raw materials. 
Reduction of the CO2 footprint is an additional trend. Although domestic production is seen 
as an advantage, it does not always assure safety or delivery reliability. Ethics are taken into 
consideration in the firms´ business practices and gene-manipulated food is either completely 
banned or just not wanted. Customers and consumers prefer additive-free, tasty and healthy 
food. For customers, packages must be fast and easy to use and to store, easy to recycle, easy 
to lift, and different sizes must be available in accordance with the customers’ needs. 
Packaging material, its ecology, environmental safety, shelf life and cleanliness are important 
factors. Products must be safe and traceable. After safety come healthiness, delivery guarantee 
and price. Sodium glutamate free products are preferred, without affecting food taste. 
Interviewees shared the opinion that price is not the most important factor although 
wholesalers said that especially in the public sector price competition is very harsh. The OOH 
culinary sector is innovative whereby industry co-operates a lot with customers and end 
consumers e.g. through the development of new recipes.   
 
5.12.3 Market´s expectations to suppliers    
 
Customers appreciate openness and strong co-operation with suppliers. The needs come from 
the end consumers who want tasteful, good, healthy, organic, close produced food. Although 
customers want organic food, they are not willing to pay much more extra for it. Products 
need to fulfill customer requirements and have a good price-quality-relation. In the OOH 
culinary market brands are not important, nor do customers want to pay extra for a certain 
brand. It is important for a supplier to have good products tailored to customers´ needs. 
Suppliers must know their customers well and listen to their suggestions and needs. Business 
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has to be customer oriented, and pricing of products must be consistent. Products must also 
be easily traceable and clearly labeled.  It is a demand for suppliers to be able to co-operate 
closely with customers, who depend a lot on them. Customers also prefer buying several 
products from the same supplier instead of having to order from several ones. New suppliers 
have to start from zero and it is not easy to commercialize products despite of even brilliant 
ideas. Sometimes even large suppliers fail to commercialize products because of lack in 
demand in the beginning phase of the product´s life cycle, i.e. before customers have had time 
to integrate the new product in their recipes.   
 
The importance of a brand recall, marketing, advertisements, presence on trade fairs, pricing 
are emphasized, and delivery reliability is a must. Large suppliers usually have good 
relationship management systems through active customer stewardess and fluent 
communication, which is highly appreciated by customers. Products are developed on a 
continuous basis together with customers, feedback is taken seriously and products are 
developed based upon the feedback given. Active offering is strength. International 
companies, however, do not always know how to take advantage of their size and experience. 
Networking and co-operation pay off with time and are expected by customers. Customers 
rather pay extra for product development and product suitability to customers´ recipes than 
for a branded product. Flexibility is also strength, as well as fast reactions to the market´s and 
customers´ needs.    
5.12.4 Market data  
 
There is very little general OOH culinary market data available in Finland. The situation could 
be ameliorated through co-operation with wholesalers, if they were willing and able to share 
knowledge. A common statistical out-of-home culinary databank would be an advantage for 
the general business development and each firm´s operations. However, information exchange 
in the distributorship is very sensitive and limited due to competitive requirements. The 
Ministry of Employment and the Economy does not have sufficiently knowledge about the 
OOH culinary market. An increased understanding of the business would help developing the 
sector. If knowledge and data were free of charge, companies would more willingly submit 
data and co-operate for a common purpose. The Internet is seen as a good source of 
knowledge and information for wholesalers, and inter-firm networking and information 
exchange are extremely important for customers. Information flow from suppliers to 
customers should be improved, and suppliers are expected to conduct market analysis, inform 
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customers and justify price changes through detailed information. Currently there is a lot of 
variation in the information flow depending on the supplier.   
5.12.5 Supply chain, competition and desired changes on the market  
 
The structure of the supply chain on the OOH culinary market in Finland is divided into four 
major wholesalers (Meira Nova, Kespro, Heino and Wihuri Aarnio). Suppliers mostly sell their 
products and close contracts directly with their customers, but products are then supplied 
either through a logistic center or through one of the wholesalers. Customers decide which 
suppliers to use, and usually the impulse comes from customers, when looking for a specific, 
suitable product. Competition is already intense in these product categories, but additional 
competition is welcomed.  
 
Decision makers should have a better knowledge of the OOH culinary market in Finland. 
Currently organic and close production food, for example, is developed based on too 
unspecific knowledge. School food should be healthier and more tasteful and the use of too 
refined products with lots of additives should be avoided. Products suitable for allergic 
consumers are in demand. The market should become increasingly customer-focused since 
customers aim at long-term co-operation with suppliers. There is a lot of bureaucracy in the 
offerings and comparisons and other non-professional activity in the public sector. Quality 
should have a stronger emphasis but price seems to be the major decisive factor especially in 
the public sector, contrary to the answers given by purchasers. Restaurants should give more 
detailed information to the origins of their raw materials.  
 
In the next chapter, the study is summarized including a discussion about the reliability and 
validity. Furthermore, the summary presents the researcher´s personal reflections upon the 
study, her recommendations and suggestions for further research, and a discussion about the 
business value and implementation of the study findings at Client A.   
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6 Summary  
 
 
The purpose of this study was to conduct an out-of-home food market analysis in Finland for 
Client A´s dehydrated culinary products. The need for the study arose because Client A 
wanted information about the market characteristics, about customers´ expectations of the 
products´ attributes, and what can be done in order to fulfill these. The study was carried out 
as a single case market analysis, where the researcher was an external student conducting the 
thesis work for the company. After definition of the research problem and the research 
questions, a conceptual framework figure was constructed around market analysis including 
related knowledge and strategic management concepts, literature for which was collected with 
a critical eye and mind.  
 
As already stated in the literature review, market analysis is an important tool for knowledge 
creation in an organization. Evaluation and understanding of market data enables its transition 
into information, knowledge, and finally wisdom. This wisdom can, in turn, be utilized for 
strategic decision-making and business development projects in any organization. In other 
words, market analysis is of relevance to any firm. The market analysis itself includes 
important data, which, when further processed and correctly understood, gives an 
organization the possibility to increase knowledge and therefore also maximize its competitive 
advantage amongst market competitors. According to the theoretical review of this study, 
Client A can choose between different approaches, or use several of them, when conducting 
business on the OOH food market in Finland with dehydrated culinary products. There is not 
only one correct way of conducting business, but instead it is profitable for the organization to 
comprehend interlinks between understanding the market´s characteristics and utilizing all 
relevant data to the firm´s future decision-making and business planning.    
 
Through the theoretical section and the interviews, a significant amount of important data was 
obtained. Interviewees were able to give answers to most of the questions. Concerning the 
primary data, where estimations to the market shares of dehydrated culinary products were 
asked for, their split between commercial and institutional sectors, and estimations to 
development of the products demand on the market, not all interviewees were capable or 
willing to answer the questions posed.  
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In summary, all three research questions were answered. The characteristics of the OOH food 
market in Finland for dehydrated culinary products revealed that there are several attributes in 
products important and required by customers and end consumers. Organic food and close 
production are trends, but at the same time customers and consumers understand that Finland 
is not self-sufficient in terms of food production. The market´s requirement for dehydrated 
culinary products is to include as little food additives as possible. Moreover, products should 
be sodium glutamate free and have a low salt content. Brand is not regarded to be important 
in these products, and customers are not willing to pay extra for a branded product. More 
important attributes are product safety and correct labeling, as well as delivery reliability. 
Packaging material and sizes, their usability in kitchens, and recyclability were regarded 
important factors. In addition, pricing is of importance, but first after fulfillment of all other 
necessary requirements. The market for dehydrated culinary products in Finland is already 
competitive, but additional competition is welcomed by customers.   
 
The third research question was: what can Client A do in order to meet customers´ 
requirements? The results of the interviews indicated that end consumer and customer 
centricity are of outmost importance and requirements for suppliers. It is essential to know 
and to understand the market, listen to customers and to develop products according to 
customers´ requirements, or even together with customers. Further on, customers demand 
activity from behalf of the suppliers. This should be taken into consideration whilst 
developing products, and in the supplement of correct and enough information concerning 
changes e.g. in consistency of products, and their pricing, with explanations to the reasons for 
change.    
 
6.1 Reliability and validity 
Reliability and validity are often thought of as separate ideas but are, in fact, related to each 
other. Figure 14 illustrates the interconnectedness, whereby the fourth circle from left shows 
how reliability and validity meet, when the targets (i.e. research questions) are hit consistent, 
and therefore successfully. The better the targets are met, the more reliable and valid is a 
study. (Social Research Methods 2011.)   
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Reliable   Valid  Neither reliable                     Both reliable 
not valid  not reliable  nor valid                     and valid
  
Figure 14. Reliability and validity illustrated through the target model (Social Research Methods 2011).  
Reliability is equal to the quality of measurement, i.e. the consistency or repeatability of 
measurements. It cannot be calculated – only estimated. It is important also to integrate the 
idea of reliability with definition, and with validity, developing an understanding of the 
interconnectedness between reliability and validity in measurement (Social Research Methods 
2011). The goal of reliability is to minimize the errors and biases in a study. (Yin 1994, 36.)  
Approaching reliability in this study was made through following general steps related to 
reliability; i.e. collecting data and saving the material. Theoretical sources were cited carefully, 
and everything was documented during the course of the study. The same approach was used 
in the empirical section, were all interview material was tape recorded and transcriptions of 
interviews were saved for later use. Findings of the study can therefore be repeated with the 
same method if this is done. The findings can be said to be reliable in terms of this study, 
since questions were clear, and answers were neither influenced nor altered. Although this is a 
single case study, it can be assumed to be reliable in relation to the findings. If the same 
method were used in another context, the possibility of having different kinds of answers 
however exists.  
The fact that interviewees, for different reasons, had difficulties in giving exact information or 
numbers to some of the questions could have an impact on the reliability of this study. If, 
however, the same analysis would be conducted by another researcher with the same context 
in similar circumstances, this study is reliable in terms of the findings (Saunders, Lewis, 
Thornhill 2007, 149). Concerning the raw data, in this study the researcher not only taped and 
transcribed the interviews, but also checked the answers by asking for approval from the 
interviewees before publishing any results. This has an increasing influence on the reliability of 
the interview findings, in addition to the aimed objectivity during the whole research process. 
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Interviewees were neither interrupted during the interviews, nor given any at all suggestions to 
the answers. Interviewees were long-time professionals from the OOH food trade. Therefore 
it cannot be assumed that the interviewer would have influenced any of the answers given by 
the interviewees. The fact that the interviews were conducted in Finnish because this is the 
mother tongue both of the interviewees and the interviewer might increase the probability of 
biases. However, since the interviewer is fluent in both Finnish and English, and has some 
translator experience, the risk of biases is minimized. This also because the answers were 
double checked and corrected (if needed) together with the interviewees after translation and 
transcription. In other words, each of the interviewees personally checked the transcripts of 
their interviews before the researcher published any of the information.  
 
Validity, in general, is concerned with whether the findings are really about what they appear 
to be about (Saunders et al. 2007, 150). It can be assumed that this study is valid for the out-
of-home culinary market in Finland. The findings about the market characteristics, the 
preferred product attributes and how to meet customers´ expectations are valid for any other 
similar organization on the market in Finland. The findings of this study are, however, not to 
be generalized for any other market but Finland. Therefore, this study is externally valid for 
out-of-home culinary organizations/dehydrated culinary products on the market in Finland 
only. (Saunders et al. 2007, 151.)  
 
Moreover, what could affect the validity of the study is the fact that the number of interviews 
was smaller than originally intended. The purpose was to conduct 12 in-depth interviews, but 
the final number had to be reduced to six interviews (table 6). This was due to several 
cancellations from the side of the interviewees. Reasons for this were that many of the 
questions were regarded difficult to answer and sensitive in respect with trade secrecy. A 
couple of interviewees cancelled because of having too tight schedules caused by intra-
organizational changes. The six interviewees, however, represented the out-of-home culinary 
trade in Finland well. Each of the interviewees was a long-time professional from the OOH 
food trade in Finland, so it can be assumed that they are knowledgeable about the study topic.  
 
6.2 Reflections 
 
Taking into consideration how difficult the topic was defined even by long-term business 
professionals from the out-of-home culinary industry in Finland, finalizing this study is a real 
personal achievement. In the beginning of the study process, when it was not yet clear that 
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general statistics of the OOH culinary market in Finland is not available, the inputs given by 
external professionals (business consultant Matti Hukka, and Client A´s own market analyst N 
who had been active in conducting OOH culinary market analysis in Finland), were such that 
it is impossible to conduct research upon this topic in Finland. This, together with the fact 
that the researcher was an external student and had neither worked for Client A nor 
conducted market analysis, increased the challenges of the study, and almost led to the giving 
up the whole research process. At some stage, however, the researcher decided to carry on, 
and was determined to find out as much as possible about the research problem through a 
qualitative research approach. The lack of experience in this field, together with having faced 
the reality of the market statistic situation, gave an insight for broad reflection upon the topic, 
which could be a strength in terms of objectivity concerning the whole process. The 
externality and the fact of not knowing much about Client A in advance gave a good 
opportunity to an extensive amount of learning in the progress of the study. It was a rather 
demanding task to combine theories from many different aspects, including market analysis, 
knowledge, and strategic management. This was, however, from the beginning a strategic 
choice made by the researcher in order to gain a good view on the combination and interlink 
of multiple theories, and understanding their importance for a market analysis. An analysis 
requires a lot of reflection and must be done by digging deep into one market at a time. Not 
only because even geographically close markets can differ extensively from each other, but 
also because the nature of market analysis is very complex and multi-structured. This was the 
reason for restricting the research of the out-of-home food market for dehydrated culinary 
products in Finland only.  
 
The compulsory and free elective courses during the International Business Management 
studies at Haaga-Helia University of Applied Sciences offered an essential support for 
conducting this study. The master program´s compulsory studies included courses in 
qualitative and quantitative methods enabling an understanding of the different options for 
conducting research. Furthermore, compulsory project management courses aided in the 
process planning and scheduling of the thesis, as well as keeping the complete work in an 
entity. Personal free electives such as a knowledge management and several strategic 
management courses supported the importance of combining these as important factors to 
market analysis. In addition, the researcher´s background and extensive work experience from 
the hotel and restaurant industry as well as from the retail banking sector supported the 
understanding of the topic, and so did the researcher´s gained international experience during 
both working life and the master´s studies. In summary, conducting the out-of-home food 
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market analysis for Client A, which the student did not have in-depth knowledge of previous 
to the study, was an immense learning experience. Familiarizing one self with an organization 
and learning so much out of its business practices and products through conducting research 
was interesting, and at the end of the process the researcher feels relieved of having been able 
to finalize this demanding project.    
 
It was also surprising to note how well the interview outcomes supported the theoretical 
review, in contrary to the often assumed belief that theory would not be consistent with 
empirical research. From the researcher´s perspective this indicates and strengthens the fact, 
that theories are commonly based on facts and experiences from real life. Further on, finding 
literature for the theoretical section was astonishingly easy. The only difficulties lied in being 
able to choose the correct literature, and sources, and to restrict these in order to keep the 
study together, and the fact that statistical data was not available to the fully needed extent.    
 
6.3 Recommendations and suggestions for further research  
 
Client A should continue investing in R&D and conduct market analysis regularly. Despite of 
the fact that emerging global regions bring the biggest growth potential, it is important to 
continue good work and close co-operation with customers on already existing markets. If 
Client A wants to remain competitive and develop its business practices on the out-of-home 
culinary market in Finland, it is important for the company to take customers inputs and 
requirements seriously. The importance of consumer centricity, the offering of outstanding 
value propositions suitable to different customer segments, customer communication, 
innovation and a high level of differentiation should be carried out since it is not enough to 
have the knowledge and strategy on paper. Therefore, it is highly recommended that Client A 
listens to its customers´ needs on the OOH culinary market in Finland, and develops products 
in accordance with the market´s needs and the customers´ expectations. Moreover, it is 
important for Client A to know its competitors, what they have in common and what 
differentiates them from each other. Even more important is to know the company itself, its 
available resources and knowledge, and the corporate strategy. Through professional handling 
of intra-firm knowledge and the ability of converting the knowledge into competitive 
advantage and transferring strategy into actions, Client A will be able to utilize its strengths to 
a maximum advantage. Client A should take advantage of its experience and size. Despite of 
being global, it is recommended for the organization to use a multinational or even multi local 
approach when conducting business on markets with different characteristics. It is not enough 
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to have products and offer them to customers – they need to be tailored to meet individual 
markets´ requirements. The fact that the out-of-home culinary market in Finland requires 
products without sodium glutamate and with very low salt contents may be completely 
different on another market. 
 
Customers’ requirements to suppliers are many fold: strong co-operation and taking 
customers seriously is expected. Customers on the out-of-home culinary market know what 
end consumers want, wherefore it is extremely important for a supplier to listen to customers. 
There are hundreds of suppliers offering different products on the market, whereby customers 
choose products most suitable for their purposes, according to preferred product attributes. 
These attributes include the general ingredients in the product, country of origin, and ethicality 
of the product, product safety, and delivery reliability of the supplier, packaging size, material, 
and recyclability. A strong brand may have influence, but only if the other product attributes 
are fulfilled according to the customers´ expectations, and if pricing is correct. Customers in 
the out-of-home culinary industry are not willing to pay extra for a certain brand, but rather 
for good co-operation and product development in co-operation with the customer. These 
facts need to be understood by Client A, and taken into consideration when operating on the 
OOH culinary market in Finland. As long as Client A wants to be present on the OOH 
culinary market in Finland, sell products successfully, and even increase market share, it is 
preferable to implement the recommendations as well as possible.  
 
This study was an analysis of the out-of-home food market for dehydrated culinary products 
in Finland only. Since Client A needs market knowledge and analyses from other Nordic 
countries as well, it is recommended to conduct separate analyses for each of these countries 
(Sweden, Norway, and Denmark). Analyzing each of the markets individually gives the 
opportunity to get to know each of the markets in-depth, with more objectivity and without 
having pre-assumptions of achieving similar results in all of the markets. After all, each market 
has its own characteristics and results may vary from country to country. When conducting 
separate analyses, the final results are of outmost importance for Client A´s strategic decision-
making, and can have an influence on the way business is conducted in each of these markets. 
Since business at Client A is currently conducted on a multinational level, the individual 
market´s needs are not necessarily always met to the optimal magnitude. Further studies and 
analyses can be conducted by using the conceptual framework of this study; i.e. through 
theoretical data collection and by interviewing trade representatives. Some of the markets may 
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offer more publically available statistical data, giving the opportunity to an even more accurate 
insight to the market in terms of figures and numbers.  
 
Another possibility of research concerns the different product categories. Since this study 
concluded eight different products, it would be a possibility to conduct even more in-depth 
research upon single products and their attributes. If research on single products gives a too 
narrative approach, one possibility is to conduct research upon similar products from different 
suppliers and compare these with each other. This, however, would be possible in terms of 
conducting general market research, which, in turn, requires time, manpower and financial 
resources.  
 
Changes in trends and their development is yet another possible field of research. In this 
study, trends and changes were estimated by trade professionals. A possibility would be to 
conduct a market survey to generally desired OOH food product attributes with a random 
sample from the total population on a single market. This kind of research would give a direct 
answer to end consumers´ expectations and thoughts, instead of asking trade professionals 
what they think end consumers want. This kind of research is usually considered to be a 
responsibility of the customer, but could be conducted by Client A in co-operation with some 
of its customers in order to strengthen boundaries and co-operation.  
 
Client A could also conduct research upon what kind of impacts a change in business strategy 
has on sales figures in an individual market. This, however, requires a change of course in the 
strategic approaches of the company; i.e. moving away from a global or multinational 
approach to a more market specific (multi local) way of conducting business. As the study´s 
findings showed, the out-of-home food market customers in Finland expect an ability of e.g. 
tailoring products to the single market. Therefore, with the current way of conducting 
business, it remains open how worthy these kinds of changes can be for Client A. Finally, 
since the out-of-home culinary market in Finland is regarded to be very innovative, and 
Finland in general is a very innovative country with the ability of adjusting and changing in 
even short time periods, it can be recommended for Client A to increase investments in 
research and development on the market in Finland. This also, because Finland is a market 
where clean, natural, and healthy food is highly valued, which makes Finland a perfect 
candidate and market to be regarded as a pioneer in terms of real quality in out-of-home 
culinary products, in addition to many other products worldwide.  
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6.4 Business value and implementation of the recommendations 
 
Measuring the actual business value of this study in terms of quality and sales figures is 
impossible at this stage. Gauging and comparison has to be done with long-term prospects, 
and only with time is it possible to see how changes in the strategic approaches on the market 
in Finland affect the actual business value of Client A´s products. Finding out the real 
business value of the study, and its findings, can be achieved only through implementation of 
the recommendations, through constant monitoring, through regular quality control, and 
through regular follow up of sales figures and development of sales in each of the product 
categories. The follow up of sales figures in the different product categories for Client A is 
easier, but quality measurements always require that several attributes are taken into 
consideration before quality actually can be measured reliably. Client A, therefore, needs to 
define the composition of quality in its business practices and products, how these will be 
measured and in what kind of time periods.  
 
According to the feedback from Client A´s business representative in Finland, the findings of 
the study supplement the information already at hand at Client A. The findings will, according 
to Client A´s representative, be used to sharpen the presentation of the out-of-home culinary 
market in Finland to Client A´s category management in near future. The findings, together 
with the already existing knowledge, will be used as background information when 
implementing a strategy in Finland and when developing local tactics. Client A´s business 
representative in Finland also emphasizes the importance of repeating the study in a couple of 
years to see how trends evolve, and in order to strengthen the snapshot taken in the course of 
this study, and in its findings.  
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Appendix 1. Interview questions for wholesalers  
-Describe the market characteristics of the OOH food market in Finland in relation to following 
dehydrated culinary product categories: OOH bouillons, OOH fonds, OOH sauces, OOH mashed 
potato, OOH flavorings/condiments/spices, OOH soups, OOH desserts, OOH garnish 
-Give an overview about following aspects in relation to the previously mentioned product categories: 
 An estimation about the total market and its development in the past three years and in the coming three years 
(approximate numbers in kilograms and/or per cent development; increase or decrease within each product 
category) 
Year Bouillons Fonds Sauces* Mashed* potato Flavorings/ 
condiments/ 
spices 
Soups* Desserts* Garnish 
2008         
2009         
2010         
2011         
2012         
2013         
2014         
* Observe! Sauces = powder sauces and ready sauces; mashed potato = ready mashed potato/potato granule; 
soups = dry soups (powder), desserts = powder desserts) 
 Estimate the business split per product category mentioned (fonds x%, soups x% etc.) 
Product Bouillons Fonds Sauces Mashed 
potato 
Flavorings/ 
condiments/  
spices 
Soups Desserts Garnish Total % 
Share %         100 
 Estimate the shares of commercial and institutional channel in each product category   
Product Bouillons Fonds Sauces Mashed 
potato 
Flavorings/ 
condiments/spices 
Soups Desserts Garnish 
Commercial  
share % 
        
Institutional  
share % 
        
Total % 100 100 100 100 100 100 100 100 
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(Commercial channel: QSR´s, FSR´s, hotels, cafés, bakeries, bars, street consumption, CVS´s, leisure 
consumption; Institutional channel includes B&I canteens, healthcare, education, travel & transport, 
government, community) 
-Tell about the product qualities preferred by the customers who are buying dehydrated culinary 
products; i.e. what do consumers want; what do customers want; what does trade want 
-How do you see the future for the OOH food market in Finland (trends, development etc.)? 
-What kind of potential is available on the market in Finland for OOH food products, e.g. what is 
missing on the market, and what kind of R&D is expected?  
-Describe the current situation of the knowledge available on the OOH food market in general 
-Suggest some ways of improving the current situation of the knowledge available 
-How important is the knowledge about the total market and its development for conducting business? 
-Who are the biggest suppliers for these products on the Finnish market? 
-How intense is competition within these product categories on the Finnish market? 
-What kind of strengths and weaknesses do product suppliers have? 
-Give reasons why these suppliers have the market share they have on the OOH food market in 
Finland 
-Give your opinion about how a supplier can penetrate into the market with a product 
-What are the challenges in market penetration for a supplier with a smaller market share? 
-What kind of advice do you give to a supplier who wants to increase sales on the Finnish OOH food 
market? 
-What would you want to change on the OOH food market in Finland? 
Thank you for your time and support!  
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Appendix 2. Interview questions for purchasers 
-Describe the out-of-home food market in Finland in respect with following dehydrated products: 
bouillons, broths, sauces, mashed potato, flavorings/condiments/spices, soups, desserts, garnish (roux 
etc.)    
-Tell about following factors concerning the mentioned products:   
 Estimate the total purchasing volume and its development in the past three years and in the 
coming three years (estimated numbers in kilograms and/or per cent development; growth or 
decline in each product category)  
Year Bouillons Fonds Sauces* Mashed* potato Spices Soups* Desserts* Garnish 
2008         
2009         
2010         
2011         
2012         
2013         
2014         
* Observe! Sauces = powder sauces and ready sauces; mashed potato = ready mashed potato/potato granule; 
soups = dry soups (powder), desserts = powder desserts) 
 Estimate each category´s per cent share of the purchased amount  
Product Bouillons Broths Sauces Mashed potato  Spices Soups Desserts Garnish Total % 
Share %         100 
-Tell about the preferred product qualities (end consumers/food producers); which product qualities 
are in demand in respect with each product category:  
Product Bouillons Fonds Sauces Mashed potato Spices Soups Desserts Garnish 
Quality         
Quality         
Quality         
Quality         
-What is the OOH food market´s future like in Finland from your point of view as a purchaser (coming 
trends, product development)? 
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-Describe the current situation of product information available for you as a purchaser on the OOH 
food market in Finland 
-What kind of potential is available on the market in Finland for OOH food products, e.g. what is 
missing on the market, and what kind of R&D is expected?  
-Suggest how the available information can be improved so that you as a purchaser can profit from it  
-How intense is competition within the mentioned product categories on the Finnish market?  
-Who are the biggest suppliers of the mentioned product categories in Finland?  
-What kind of strengths and weaknesses do product suppliers have?  
-What kind of a supply chain do you prefer and why?  
-Could you think of any other supply chain model and if, what kind of a?  
-Why do you buy exactly from these suppliers/these products/this raw material?  
-What advice do you give to a supplier wanting to increase market share/sales on the OOH food 
market in Finland?  
-What would you change/what do you wish that would change on the OOH food market in Finland?  
Thank you for your time and support!  
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Appendix 3. Abbreviations 
 
B2B Business to Business 
B&I Business and Industry 
CIA Central Intelligence Agency 
CO2 Carbon Dioxide 
CPI Consumer Price Index 
CVS  Convenient Stores 
D&E Developing and Emerging 
EMU  European Monetary Union 
ETLA Elinkeinoelämän Tutkimuslaitos (The Research Institute of the Finnish Economy) 
EU European Union 
F&B Food and Beverage 
FSR Full Service Restaurant 
FY Financial Year 
GDP Gross Domestic Product 
GMP Good Manufacturing Practice 
IMF International Monetary Fund 
KM Knowledge Management 
KPI  Key Performance Indicators 
KSP Knowledge Strategy Process 
OOH Out-Of-Home 
PESTLE Political, Economic, Social, Technological, Legal, Environmental  
R&D Research and Development 
QSR Quick Service Restaurants 
RTM Road to Market 
SECI Socialization, Externalization, Combination, Internalization 
SWOT Strengths, Weaknesses, Opportunities, Threats 
VAT Value Added Tax 
VRIS Valuable, Rare, Imperfectly Imitable resources, Social Complexity  
WHO World Health Organization 
WTO  World Trade Organization 
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Appendix 4. PESTLE factors of Finland 
(CIA 2011; Ministry for Foreign Affairs of Finland 2011)  
 
POLITICAL 
-Republic, independent since 1917, politically 
stable  
-Civil law system based on the Swedish model; 
note - the president may request the Supreme 
Court to review laws 
-EU member since 1995 
-General government adjustment measures to 
implement a post-recession exit strategy 
ECONOMIC 
-Export driven free market economy (more than 
1/3 of GDP) 
-Among the highest per capita income in 
Western Europe 
-Part of EMU since 1999 
-One of the best performing economies in the 
EU 
-Recession (2008-) has left a deep mark on 
general government finances and the debt ratio, 
turning previously strong budget surpluses into 
deficits 
 
SOCIOLOGICAL 
-High standard of education 
-Equality promotion 
-Good national security system 
-Aging population 
TECHNOLOGICAL 
-Highly industrialized and competitive in 
manufacturing (wood, metals, engineering, 
telecommunications, electronics) 
-High-tech exports such as mobile telephones 
-Decreasing productivity in future 
-Dependent on importing raw materials, energy 
and some components for manufactured goods 
LEGAL 
-Competition-friendly import policy and removal 
of barriers to export 
ENVIRONMENTAL 
-Self-sufficiency in basic agricultural products 
-Forestry important for rural population and 
major export earner--Timber and several minerals 
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Appendix 5.              
Removed from the public version 
